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MULTI-BREAKER 
DISTRIBUTION PANELBOARI 





The famous Multi-breakeR principle of 
simplicity in circuit breaker construction 
has now been extended to include 100 
ampere, 230 volt, branch circuit capacity 
for power and lighting distribution. Thus 
for the first time, circuit breaker protection 
for power and light distribution can be 
provided at a cost little more than that of 
fused circuit protection. 


Breakers are furnished in 15 to 100 
ampere capacities—1, 2 or 3 poles, for 
115 and 230 volt, single phase and 3 
phase, A.C. systems. Since all breakers 
used in these panels are common trip 
(that is, an overload on any pole will 
cause all poles to trip), they are suitable 
for use on ungrounded systems, and 
single phasing of motors protected by 
these circuits is prevented. 





The panels are completely dead front— 
no live parts are exposed even when re- 
storing the service after an overload or 

FUSIBLE PANELBOARD : short circuit. The simple rugged construc- 

tion of the breaker units assures the same 
long life and trouble-free service that has 
made the other Multi-breakeRs so out- 
standing. 


Illustrated above is a standard 
fusible distribution panel for 
power and light. 


MH panels are unusually compact— 
see illustration at left. Therefore, on re- 
NEW Mt PANEIBOARD wiring jobs, the use of MH panelboard 
Compare the size of the MH panel with interiors in existing panel boxes will pro- 
that of the fusible panel at left. They vide the additional circuits made possible 
both do the same job! by the use of the new thin wall wire. 
For complete information, write for 
Bulletin 5200 and see how inexpensive 


CALL IN A SQUARE D MAN the new MH panel makes modern circuit 
breaker protection. 
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° ° 
Lighting No single group of related products 
accounts for so large a slice of a wholesaler’s sales 
volume as do lamps and lighting equipment. Few other 
lines show as good a percentage of average gross profit. 


There are plenty of good reasons, therefore, why much 


thought and effort can be spent profitably by every 


wholesaler on devising ways and means for increasing 
lighting sales. 

Recognizing this fact, we present herein our First 
National Lighting Show IN PRINT with the hope 
that its “‘exhibits,” editorial and commercial, will serve 
to stimulate lighting sales activity along the entire 
wholesaler’s front. 

General business conditions are so highly favorable 
that the 1940-41 lighting season may well develop into 
a record breaker, score as the biggest lighting sales 


the industry. 


season in the history of 

But the bulk of the business will go to those whole- 
salers and salesmen who know what good lighting de- 
mands under varying conditions, who can recommend 
the correct equipment with assurance that it will prove 
satisfactory, and—who can deliver the goods where and 
when wanted. 


1 
} 
i 


To the achievement of those ends, the Lighting Show 


IN PRINT is dedicated. 


Rural As we go to press, the Washington Bureau 


of Agricultural Economics announces that this year, 
1940, the farmers of this country will have an income 
f approximately $8,900,000, 100, or about $360,000.000 
nore than in 1939. 

Man, oh man, those are heap big figures and they 
nean heap big sales of wiring, lighting, power, farm 
nachinery and pumping installations, to say nothing 
f the appliances that Mrs. Farmer will buy. 

We are continuing to print monthly the formidable 
ists of allotments by R.E.A. showing where thousands 
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1940 


of new customers are being literally created for the con- 
tractors and dealers who know how to cash in on those 
projects. 


int 
Y into 


Private utilities similarly are constantly reaching 
new territories with “high line’ extensions that make 
new customers. 

That rural market deserves the close and constant 
attention of every wholesaler’s salesman who operates 
in rural territory. 

Cooperatives cop the business only when regularly 
established electrical channels fail in their function and 
do not employ all the sales and financing facilities that 
are at their disposal. 


©) 
Wholesalers Lament From a_ prominent 


wholesaler, we have the complaint that a certain large 
traffic appliance manufacturer has given him “a raw 
deal.” 

“Yet,” continues that wholesaler, “that manufacturer 
is spending over a hundred thousand dollars in an ex 
tensive radio and magazine advertising program.” 

So. what. 

Makers of traffic appliances who have not slipped 
down to manufacturing only for chain drug and variety 
stores know that they cannot get year ‘round distribu- 
tion anywhere as cheaply as through the electrical 
wholesaler. 

BUT, if wholesalers themselves fail to “sell” the 
value of their services to the manufacturers from whom 
they buy, how can they expect to stay in the picture 
when some high-pressure sales expert decrees that ap- 
pliance promotion direct to the consumer is sufficient. 

This publication has been and is doing constantly a 
yeoman’s job in fostering good relationship between 
manufacturers and wholesalers. 

However, the effectiveness of its efforts can be multi- 
plied manifold if wholesalers, in their daily contact with 





H & H_ Wew FLUORESCENT LAMPHOLDERS 
and Combinations 


Your move now... 


to stock this line in competitive play for the new 


market! Fluorescent lighting, in a single year, has 
jumped to the front as the commercial - industrial illu- 
minating value of the age. In stores, offices, work- 
rooms, factories, this cool light of almost daylight in- 
tensity has brought a system of illumination outmoding 
all others — and brings to you a mounting demand 
for its own special wiring devices. 


The new complete line pictured above includes black 


and white Bakelite devices of the handiest types. Starter 
sockets and lampholders may be had as separate de- 
vices, or in combination Socket-and-Lampholder as 
illustrated. The starter unit, when mounted, projects 
through the reflector or channel-surface directly 
YOUR MOVE NOW — to be 
adequately stocked for the new installation -require- 


below the lamp... 


ments in this field. 


mum ART & HEGEMAN DIVISION (peepee 
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manutacturers, will restate again and again just how 


and why the wholesaler and the wholesaler’s salesman 
constitute the most efficient and least expensive sales 
force that can be obtained. 

Furthermore, when a manufacturer has done an out- 
standing job in building sales for the wholesalers, why 
not tell him so or write him a complimentary letter. 
By the same token, wholesalers can improve their own 
status and perform a valuable service if they will tell 
manufacturers when, where and how specific promotion 
or cooperation is needed to get the most out of the 
combined sales effort. 

No manufacturer will give any wholesaler “a raw 
deal’” when that wholesaler has by actual performance 
made himself an indispensable part of that manufac- 
turer's distributing method. 


© 
Defense Number In our forthcoming October 


issue, much of the editorial contents will deal with prob 
lems that may develop as the direct or indirect result 
of national defense activities. 

We shall answer with an emphatic YES those many 
wholesalers who have written or inquired whether elec- 
trical wholesalers were considered ‘‘vital”’ or “‘essential” 
in the last war. 

We shall explain what priorities mean, how they 
work, what part of defense activities procedure is of 
paramount interest to wholesalers. 

We have delved into time-yellowed and musty records 
to determine how various important angles were handled 
during the World War. 

We have induced men, who then steered the whole- 
saler’s ship through the anxious and threatening times 
of a great emergency, to search their minds and per- 
sonal records for facts and details of the 1917-18 period 
that might serve as guide posts for the electrical whole- 
salers of 1940. 

The October number of WHOLESALER’S 
SALESMAN should be Must READING for every whole- 
saler, every salesman, every purchasing agent, every 
counter man, and of course—every manufacturer who 
sells through wholesalers will want to keep that Na- 
ional Defense Number on his desk for ready reference. 


©) 
Priorities waite tis subject will be discussed 


t length in our forthcoming October National Defense 
Number, we cannot refrain from recording the follow- 
ng fact at this time. 

ast week—to be exact, August 27th—the first case 
nvolving priority was reported when, at the request 

the National Defense Advisory Commission, manu- 
turers of wool army blankets put in effect “un- 
ficial” priorities to meet urgent army requirements, 
Ithough selling agents of the mills stated that they 
ere already behind on their deliveries against com- 
iercial contracts. 

Obviously, authorities have remembered the lessons 
f 1917-18 when priorities of any kind did not become 

factor until we had been at war for many months. 
‘ow they are popping up while we are still at peace. 


‘eptember 1940 — WHOLESALER’S SALESMAN 


Building From the U. S. Department of Labor 


comes the report that the value of building permits 
issued in July for new residential construction was 
24.9 per cent greater than in June and topped Jul 
1939 by 22.1 per cent. 

July non-residential construction permits exceeded 
those of June by 28 per cent and those of July 1939 
by 10.3 per cent. 

sacking up those figures, the Federal Home Loan 
3ank Board reports July 1940 home financing 22 per 
cent above 1939, and the Savings and Loan associations 
in July recorded mortgages that totalled 28 per cent 
more than those of July 1939. 

All this is to say that, if basic activities which gen- 
erate a large slice of the electrical wholesalers’ sales 
volume are setting such a pace, those wholesalers who 
don’t register at least corresponding gains are slipping. 
We know that the manufacturers who supply whole- 
salers are very much on the job. 


©) 
General Electric tn the pamphtet which ac- 


companied its 171st dividend check, Philip D. Reed, 
chairman, and Charles E. Wilson, president, told stock- 
holders that General Electric could, if necessary, write 
off its entire $29 million of foreign investments without 
putting a dent into the company’s earned surplus of 
$124 million. 

A nice position to be in, a tribute to G-E manage- 
ment, and incidentally typical of the position of many 
\merican manufacturers who saw the handwriting on 
the European wall when, after the Bolshevik revolution, 
Russia nonchalantly confiscated all foreign plants. 


©) 
Forecasts We make it part of our r 


carefully a large number of business reports, economic 


yutine to study 


studies, factual and analytical studies, originating from 
government as well as private sources. 

After studying a mass of such material during recent 
weeks, there emerges one conclusion, namely that re 
gardless of when or how the European war may end, 
business in this country as a whole will gain momentum 
steadily and probably STEAM AHEAD UNDER FORCED 
DRAFT during 1941 and 1942. 
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EDUCATIONAL 


CONFERENCE 
AMERICAN LIGHTING EQUIPMENT 
ASSOCIATION 


“s he gee ep 


RESIDENTIAL LIGHTING 
Cleveland, last month. 
Lighting Equipment Association. 





occupied these folks for two days at 
Occasion was Educational Conference of American 
Attending the meeting were equipment 


manufacturers, representatives of the lamps companies, electrical wholesaler 


spokesmen, and others 
cation Program. 


vitally interested in ALEA’s Specification-Certifi- 





ss = 


Lighting Equipment Group 
| Plans Certi-Tags Promotion 


Two-day meeting of ALEA at Nela Park, Cleveland, 


springboard to greater residential fixture sales and nia 


for wholesalers. 


ovine far forward in its cam- 
paign to increase residential fix- 
ture sales, the American Lighting 
Equipment Association held an Edu- 
ational Conference at Nela Park on 
August 15 and 16. The meeting ac- 
complished its two-fold purpose: 1) 
to acquaint the members and others 
in the industry with details of the 
Specification-Certification Plan: 2) 
to devise methods for promoting the 
Plan. 

Indication that the fixture manufac- 
turers and other interested groups in 
ten’ to go places was the attendance 


Plans formulated for winter activity. 


of 78 top-notchers who participated 
throughout the two-day residential 
lighting roundup. They listened to 
constructive criticism, discussed in 
detail everything from designing fix- 
tures to merchandising themes. 

J. Markel, president of ALEA, key- 
noted the meeting with his talk high- 
lighting the reasons for ALEA’s ex- 
istence; what it intends to do; how it 
expects to do it; what such ALEA 
accomplishments would mean to the 
rest of the industry. 

\s is generally recognized, residen 
tial fixture sales fell off primarily be- 
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cause designs failed to keep step with 
the public’s changing tastes. Christine 
Holbrook, Home Furnishings Editor, 
Better Homes & Gardens, told the 
manufacturers that it was necessary to 
strike a compromise between decora- 
tion and illumination § efficiency in 
residential lighting fixture design. 
“Every woman wants light that is be- 
coming to her,” she said, “and prop- 
erly designed overhead lighting fix- 
tures can make that important con- 
tribution.” 

Myrtle Fahsbender of the Westin 
house Residential Lighting Sectio 
another expert on the consumer's 

“Women today want 
fixtures that are better proportioned, 


better looking, and do a better job 


ingle, de ‘lare d, 


than those they have been accustomed 


to seeing.” Her opinion is that the 

"i +} rioht 
new program puts ALEA on the right 
tack to fill those requirements and that 


these activities should result in an i 
creased demand for residential fixtures. 


W. Commery, engineer in charge 
of residential lighting section, Nela 
Park Engineering Department, out- 

; 


lined technical details covering the 
specifications and illustrated their ap- 
plication on actual fixtures. 

How units will be tested before they 
are given the tag-of-approval was 
discussed by Norman D. MacDonald 
and W. F. Little of Electrical Testing 
Laboratories. 

Howard M. Sharp, Niagara-Hud- 
son Power Corp., said utilities would 
support the program and advised that 
better results would be assured if 
local groups of wholesalers, utility 
men and dealers held frequent meet- 
ings to formulate sales methods, also 
to learn one another's language. 

Viewpoint of interior decorators 
was obtained from Walter W. Kan- 
tack and William A. Kimbel, both 
noted interior decorators, the latter 
being president of the American Insti- 
tute of Decorators, also chairman of 
he ALEA Advisory Board of Design. 

Promotional activities took over the 
second day’s work and J. H. Blitzer, 
f ALEA’s Board of Govern- 
ors, also chairman of the Advisory 
Committee on Promotion, handled the 
gavel. 

Speakers that day included Willard 
C. Brown, vice president of 225.5. 


member of 
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he eli Wo ted 


“What? Me Sell 
Private Telephones? 





Jack Jones thought we were crazy when we suggested that 
he take on the Automatic Electric line of private interior tele- 
phone systems. He said “I don’t know a thing about telephones. 


And even if I did, they're out of my line.” 





We told him that he didn’t have to know anything about 


them—that he could be selling telephone systems just as easily 
as transformers, lighting fixtures, or base plugs—and that folks wet HOV) fea i- 
looked to him as the logical supplier of intercommunication 


equipment. And we added that if he needed any help he 


should just whisper and we'd come running. “I've really been doing a nice business in tele- | 

phones since I took on the Automatic Electric | 

Our story seemed to make sense, so he gave in and said he'd _line—yet I’ve hardly started; and my customers 
give °em a whirl and see what happened. are just as happy about their purchases as I am. 


This extra business is certainly welcome. Thanks ( 
Well. in words of one syllable, he went to town! a million for putting me wise!” 





Four of the many types of Automatic Electric intercommunicating systems available are 
shown here. All are designed for private service. They are not intended to be connected 
with the public telephone system. For complete information and prices on private interior 
telephone systems and accessories see our local representative. 











1 " y iG 


if Te > 


Y 2 


f 











' 
SERV-U-FONES IDEALFONES INTERCOMS P-A-X's 
Low priced, all metal telephones, in Wall type with molded handsets. Supplied in both desk and wall Private automatic exchange systems, 
common talking systems of two to ten Offered with one or five buttons styles—with molded plastic handsets. providing dial service and secret connec- 
stations. Conveniently packaged and for common talking service up to Common talking systems of two to tions, from ten stations up. Telephones ™ 
simple to install. ten stations. eleven stations. a variety of types. 





AUTOMATIC < ELECTRIC 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 
Sales and Service Offices in Principal Cities e In Canada: Canadian Telephones & Supplies, Limited, Toronto } 
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INFORMAL PHOTOS of a few of those 
who participated in the residential light- 
ing roundup of ALEA. (Left to Right): 
Joseph Markel, president of association, 
discusses lighting from consumer angle 


with Christine Holbrook of “Better 
Homes & Gardens” .... N. H. Boyn- 
ton (left), Western sales manager, G.E. 
Lamp Dept. and J. H. Blitzer, of ALEA 


Promotion Committee talk merchandising 


features of Program William A. 
Hawkins, Underwriters’ Laboratories and 
Perry C. Grahling, Grahling Bros., have 
time out for sandwiches, pop and some 
conversation. 





| M. Milford, ALEA promotion 
unsel; E. D. Stryker, Nela Park 
Sales Promotion Department; H. E. 
Plishker, promotion manager, West- 
nghouse Lamp Division; H. F. 
sarnes, sales promotion § manager, 
General Electric’s Lamp Department; 
Don Julien, Foster & Davies, adver- 
tising agency; Alfred Auerbach, edi- 
tor, Retailing; H. Z. Carpenter, presi- 
lent, National Lighting Fixture 
Guild; Helen G. McKinlay, Nela Park 
Engineering Department; O. Fred. 
Rost, editor, WHOLESALER’s SALES- 
MAN, 
Brief high spots of talks were: 
using authorities estimate that 500,- 
WOO new homes will be built in ’41, 
representing an outlet for 5 million 
fixtures ALEA can benefit from 
experiences of L.E.S. program ‘ 
Fixture-dealers welcome ALEA activ- 
y as a “long-awaited blessing” 
Because of their constant contact with 
ntractors and dealers, electrical 
holesalers’ salesmen can render a 
tal service Fixtures will mer- 
indise more effectively when prop- 
rly displayed. 
\t the membership meeting which 
lowed the forum, it was announced 
it Erie Glass and Manufacturing 
Pittsburgh, and H. A. Fram- 
irg & Co., Chicago, had joined 
EA, bringing the total membership 
25 manufacturers of residential 
hting equipment. 


New Company 


IILADELPHIA — Recently, J. 
nest Corak established his own busi- 
s as manufacturers’ representative 
this territory. At present he is 
idling the lines of Electrical Fittings 
rp., Bright Light Reflector Co., 
1 Gits Molding Corp. Mr. Corak 
s formerly associated with Craven 
ctric Sales Co., this city. 


Ss 


Elliott-Lewis Takes 
Hotpoint Contest 


PHILADELPHIA — Elliott - Lewis 
Electrical Co. came through with a 
bang in Hotpoint’s national sales con- 
test to win first place, and, in addition, 
Elliott-Lewis salesmen took 3 of the 
15 national awards for distributor 
salesmen over a field of more than 
400 contestants. 

\ special plaque was awarded to 
Frank Elliott, Jr., sales manager of 
Elliott-Lewis, for his successful pro- 
motion of Hotpoint products. 


Sixty Eight Years 
Of Electric Signaling 


The history of electric signaling 
and that of Edwards & Co., Norwalk, 
Conn., have followed a close course 
going back to 1872 when Robert Ed- 
wards, a jeweler, and his neighbor, 
David Rousseau, developed an elec- 
trical device to light gas jets. The 
next year Partner Rousseau with- 
drew and Adam Lungen teamed with 
Mr. Edwards to develop an electric 
doorbell, invent a burglar alarm. 

In 1877 Edwards produced the 
“Tron Box Bell,” replacing the former 
wood frame and casing. In 1880 
moved to new three-story building; 
1882 patented drop-type annunciator ; 
1896 adopted policy of manufacturing 
only, dropping own installation work; 
1903, another new factory; 1918 
Edwards plant selected by Army and 
Navy as source for experimentation 
and production of signaling devices; 
1930, addition to plant; 1937, a com- 
plete new factory which is largest 
in world devoted exclusively to elec- 
tric signaling. 

These are a few of the interesting 
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historical highlights included in the 
new Edwards catalogue. The com- 
prehensive, loose leaf type catalogue 
also covers specifications, prices, illus- 
trations, installation data on the com- 
plete line of signaling equipment 
manufactured by Edwards. 


Graybar Ups O’Brien 


David H. O’Brien, who continues 
as general merchandise manager of 
Graybar Electric Co., has been pro- 
moted to assistant general sales man- 
ager in charge of the Telephone and 
Research Products Sales Departments 
of that organization. 

Under this new setup A. J. Eaves, 
assistant general telephone sales man- 
ager, and his staff consisting of J. B. 
Long, telephone sales manager; G. L. 
Donnett, research products sales man 
ager; and L. D. Gore, sales manager 
of hearing aids department, report to 


Mr. O’Brien. 


. 

Royal Appointments 

Further intensifying its sales cov- 
erage to work even closer with whole- 
salers, Royal Electric Co., manufac- 
turer of wire and specialties, has ap- 
pointed four new representatives. 

Block Brothers, 42 E. Watson, De- 
troit, are covering Michigan and 
Indiana. J. B. McDonald, 710 Win- 
ston, Dallas, is selling the Royal lines 
in Arkansas, New Mexico, all of 
Louisiana, except New Orleans. Mal- 
colm Robertson Co.., 1500 lwelfth 
\ve., So. Birmingham, Ala., handles 
Florida, western Kentucky, Missis- 
sippi, western Tennessee. Wither- 
spoon & Clower, 376 Nelson >t: 
S. W., cover Alabama, Georgia, the 
Carolinas, and eastern Tennessee. 
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J-K CLAMP BOXES 


Code restricts the number of wires that can be used in 


The J-K Cable Box with externa/ clamps was designed a box to a definite ratio to its cubic capacity. 

by Raco « All-Steel to conserve space inside the box for A smaller J-K Box with external clamps can be used 
additional conductors and splices. This is especially more efficiently than a /arger conventional box with in- 
important when you consider that the National Electric ternal clamps. No space is wasted inside the J-K Box. 


USED WITH BOTH TYPES OF 
FOR METALLIC CABLES—The J-K Box 


has 2 bushed openings as required by the 





Underwriters, to protect the conductors 
from injury. The cable is held securely by a 
strong clamp in the housing, while the 2 
Pri-outs are easy to remove. 


FOR NON-METALLIC CABLES —The 
J-K Box has a unique arrangement adapt- 
ing it for use with Non-Metallic Cables. 
Good wiring practice requires that Non- J-K BOX 

Metallic Cables be gripped well back from USED WITH METALLIC CABLE 
the cut and frayed end of the cable sheath- 
ing. We afford this facility by a K.O., which 
entirely surrounds the bushed openings re- 
quired for the installation of Metallic Cables. 











One Box—2 Services— Double Use 
FOR BOTH TYPES—The J-K Box is 


equally suitable for, and can be used inter- 
changeably with, either metallic or non- 
metallic cables—or both types in the same 
box if desired, 


The J-K Box was developed and pioneered 
overa period of years by RACOeALL-STEEL, 
during which it gained an ever-increasing 
NATIONAL ACCEPTANCE. And although 





J-K BOX 
USED WITH NON-METALLIC CABLE 











CABLES 


it may be copied, no imitation could serve 
the same wide range of utility as the genuine 
J-K Box! 
Genuine J-K Boxes are protected by U. S. 
2atents, No. 2,000,850 and No. 2,000,851. Other 
patents are pending. 


Jobbers: With the J-K Box, you can sup- 
ply your trade with an appropriate type 
clamp box for either metallic cable or non- 
metallic cable or both. 

Made in 2 sizes (3%" or 4”) octagon, 
with or without fixture studs—black or gal- 
vanized. Assembled on bar hangers if desired. 


The J-K Box is only one of many nation- 
ally famous RACO e ALL-STEEL ¢ ELEC- 
TRICAL PRODUCTS. Write for catalog— 
you will be under no obligation to learn 
about these better products with their many 
advantages for rural and urban moderniza- 
tion work, as well as on new jobs. 


Distributed nationally by 


ALL-STEEL-EQUIP COMPANY 


INCORPORATED 
309 Griffith Avenue, Aurora, Illinois 
Factories: South Bend, Ind.; Aurora, Ill. 


RACO- ALL-STEEL > PRODUCTS 


Switch Boxes + Outlet Boxes + Cutout Boxes + Cabinets + Conduit Fittings 
Distributors in All important Centers 
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ENTERTAINMENT ALSO was included on the program of Eagle’s 20th 
Anniversary Sales Meeting. The group was dined and entertained each 
evening and this photo was snapped at dinner in one of the private dining 
rooms of the Granada Hotel. President Louis Ludwig sits at center of 
head table (wearing glasses), at his right is General Manager S. B. Kluger, 





Eagle Sales Meeting 


rom Wednesday morning August 
28th through Saturday August 31st, 
entire sales organization and man- 
rement of Eagle Electric Mfg. Co. 
Id its sales convention at the factory 


Brooklyn, N. Y. 


ast-to-coast were on hand to see 


Salesmen 


plant, find out from personal ob- 
rvation how Eagle’s hundreds of 
lucts are manufactured, learn of 
future plans, all topped off with plenty 
entertainment. 
he occasion was also of great 
leasure and satisfaction to President 
uis Ludwig, because it was 20 years 
go that he and a helper started in 
business making iron plugs. Today 
Mr. Ludwig and 450 associates make 
ind sell some 1400 items. 
During the convention 
phases of Eagle’s present and future 
‘tivities were discussed in addresses 
by President Louis Ludwig, General 
Manager S. B. Kluger, Sales Manager 
L. Pollan, Production Manager E. A. 
Crystal, Plant Superintendent M. Fish. 
lso the sales representatives gave 
ief talks concerning conditions and 
outlook for their 
rritories. 
Each evening the conventioneers 
1 dinner at the Granada Hotel fol- 
ved by entertainment. On Friday 
meeting was held, then the group 
| lunch and golf at the Old West- 
ry Golf Club. Saturday was spent 


the World’s Fair. 


New G.E. Distributors 


eneral Electric’s appliance and 
rchandise department, Bridgeport, 
four new distribution outlets. The 
Electric Light and Equipment Co. of 
Greensboro, N. C. has added clocks, 


s, and heating devices and will con- 


various 


respective 


tinue to handle automotive products, 
Deltabeston wires and cables, insulat- 
ing materials, and wiring materials. 
The Mar Le Co., Stamford, Conn., 
handles heating devices. Grand Light 
and Supply Co. of New Haven, Conn. 
distributes clocks and heating devices. 
Kraus and Co., Providence, R. I., has 
added fans. 


o 

Annual Frolic 
WAUKESHA, WIS.—Annual Frolic 
and Golf Party of the Wisconsin 
Radio, Refrigeration and Appliance 
\ssociation on Sept. 18 at Merrill 
Hill Country Club, this city, was an 
all-day affair devoted only to having 
a good time. 

W. H. Roth, president Roth Appli- 
ance Distributors, headed arrange- 
ments. Sub-chairmen were: Frank 
W. Geuesel, prizes and attendance; 
Jack Mehr and W. D. Baker, golf; Al 
Hass, baseball; Oscar Goelzer and 
Gordon Ische, games and general en- 
tertainment. 


Employees Honored 


Ten Westinghouse employees of 
Memphis, Tenn., were honored at a 
dinner given by Westinghouse Manu- 
facturing and Westinghouse Supply at 
the Chisca Hotel. An emblem for 25 
years of service was presented to Fe. 
Harding, office supervisor. Fifteen 
year emblems went to J. J. Thomason, 
J. H. Tole, N. E. Polzine; ten year 
emblems were given to E. A. Mc- 
Dermott, W. C. Thrailkill, William 
McKechnie, T. O. Flynn, John Hun- 
ter, and Jasper Crawford. 

The Dallas district offices of West- 
inghouse Manufacturing gave a ban- 
quet at the Hotel Adolphus to present 
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service emblems to thirty-nine em- 
ployees with records ranging from 10 
to 30 years. The awards were made 
by R. W. Roessler, manager of the 
Dallas office. 


Name Change 

SAN FRANCISCO — Recently — the 
Pacific Coast Electrical Bureau, 
Northern Division, changed its name 
to Northern California Electrical 
Bureau in order to describe more 
accurately the area in which the or- 
ganization functions. 
was also chosen to eliminate confu- 
sion with similar Pacific Coast organ- 
George W. Barker, man- 
ager of the Bureau, stated that an 
increase in activities necessitated the 
occupation of larger quarters at 447 
Suter St., this city. 


The new name 


izations. 


NEWA Convention 


From October 22 to 25, the National 
Electrical Wholesalers \ssociation 
will hold its Fall Meeting at the 
William Penn Hotel, Pittsburgh, Pa. 
The Executive Committee will meet 
on Tuesday the 22nd and Commodity 
Committees will hold their sessions on 
the 23rd. A. W. Robertson, chairman 
of the board of Westinghouse Electric 
& Mfg. Co. will address the conven 
tion. 





NOW TREASURER of Cutler-Ham- 
mer. W.E. Sargent, a member of the 
concern for 38 years, was assistant 
treasurer before this present advance- 
ment. He continues as assistant secre- 
tary also. In assuming his new posi- 
tion, Mr. Sargent takes over work 
formerly handled by H. F. Vogt, vice 
president in charge of manufacturing, 
making it possible for Mr. Vogt to 
concentrate on expanding engineering 
and manufacturing activities. 
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MANUAL STARTERS 
With Automatic 
Toggle Mechanism 






Te ee al ee a a 
Relatching Toggle Mechanism — no 
resetting operation required. Silver to 
silver contacts — attractive cabinets. 


Sizes 0 and 1. 


CC —tf— am 


=" « i : 
° Le oy tt othe 


Two-Speed and Reversing 


MANUAL STARTERS 


Across-the-line type of overload pro- 
tection Automatic latching and 
mechanical interlock Cabinet pro- 
vides ample wiring space Sizes O and 1 


These VE W COLT 





Exactly 
described at the right except that 
relays are omitted Ball bearing action 
— silver to silver contacts — hand- 
some cabinets. Sizes 0 and 1! 





| 

2 Banca zat! 
¢ o 4 
> aD 
4 4 


CONTACTORS 


like the Magnetic Starters 


COMBINATIONS 


New Colt Magnetic Starters are com- 
bined with Type ‘’A’’ Safety Switches 
to provide Combination Starters for a 


wide range of uses. Safety switches 
have quick make and quick break, 
interlocking cover. 







Two-F jaeed and Reversing 





MAGNETIC STARTERS 
With Three-Point 
Rall Rearing Action 


Three-point ball bearing action re- 
duces friction to a minimum and flip 
of reset button changes from hand to 
automatic operation in a jiffy. Rugged 
construction throughout. Sizes Oand 1. 





MAGNETIC STARTERS 


Equipped with mechanical interlock 
Entire unit mounted on removable 
steel back plate. Across-the-line type 
with overload protection Sizes 0 and ! 





if You Haven’t Placed Your Order For These 
New Colt Motor Controls - DO IT TODAY! 


T MOTOR CONTROLS 


Manual Motor Starters 


Manual Reversing and 2-Speed Starters 


Magnetic Contactors and Relays - Magnetic Motor 


Magnetic Reversing Contactors and Starters - Magnetic 2-Speed Starters - Combination Starters 
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At the opening of the 1940 fall hgbting 


sales season, \WHOLESALER’S SALESMAN 


presents on the folloming pages. . . 


The First National Lighting Show 
IN PRINT 





ITS PURPOSE is to re-focus attention of wholesalers everywhere on 
the tremendous sales opportunities that exist continuously in the 
lighting field and fix attention on the lamp and lighting equipment 
manufacturers’ products that serve as vehicles for turning those 


opportunities into sales and profits. 


WE ARE CONFIDENT that the editorial “exhibits” here presented 
will serve to stimulate the sales efforts of electrical wholesalers and 
their salesmen everywhere, so that in the future, even more than in 
the past, they will prove by performance the unparalleled economy 


and effectiveness of distribution through wholesalers. 


WE BELIEVE that this show-in-print will serve successfully in bring- 


ing more sellers and buyers together. 


WE HOPE that both, manufacturers and wholesalers alike, will find 
this presentation so satisfactory a medium for building bigger sales 
with lighting that the Lighting Show IN PRINT will be demanded 


as a necessary annual event. 
THE EDITOR 
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Fluorescents MustBe 


There is more to the fluorescent story than just cut wat- 


tage. This outline of a sales approach has proved itself 





Fixtures properly spaced and mounted deliver 30 footcandles at 





Drug stores realize that fluorescents improve displays. 
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Proper 


looms in weave room of a textile mill. Hygrade Sylvania placement here gives 40 to 50 foot candles. (Hygrade Sylvania 
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for power factor correction. Make 
sure that the fixtures are of a design 
and appearance suited to the cus- 
tomer’s needs. Make sure that he 
understands that in figuring load he 
must add the auxiliary consumption 
to that consumed by the fluorescent 
lamp. 

| would like to urge every sales- 
nan to get, whenever necessary, the 
help and support of the lighting en- 
vineer of his local power company 
when laying out a fluorescent light- 
ng job. They will be only too 
vlad to give you all possible cooper- 
ition and will help to insure your 
getting an installation 
‘operly suited to his needs. 


tustomer’s 


The art of good lighting has de- 
loped only within recent years, 
it has become as much of an 
exact science as it has an art. Its 
ims basically are to provide the 
per type of lighting of the proper 
t-candle intensity for comfort and 


efficiency, all harmoniously blended 

}a system that fits into the archi 

tural needs and atmosphere in 

ich it is to be used. 

Gone are the days when hap- 
ird placement of fixtures was 
sidered satisfactory. While to- 
's light engineering is a highly 
nical subject, the following few 
ple steps will offer a guide to 
Here 


n, however, let me repeat—do 


itisfactory installation. 
make suggestions haphazardly 
whenever in doubt, go to the 
iufacturer or the utility's lig] 


ting 
- 


I 


he first step, of course, is to 


oh 
neer for suggestions and hel 


he work to be done and to 


he proper fixture to meet the 
rements of this work. This se- 
n will be based on two factors. 
How it is to be used, and what 
general surroundings are. 


fixture for office use would 


s 





be Sold RIGHT 


By Charles G. Pyle* 


usually not be the same as one for 
a factory, though it might be the 
foyer of a 
theatre or display floor in a shop. 


same as one for the 


In general, fixtures of the shielded 
semi-direct type are recommended 
for offices, schools and similar in- 
stallations. Semi-direct unshielded 
units may be used for general light- 
ing of stores, public buildings, ete. 
where the brightness of the lamp 1s 
not an objection. 
are, of course, designed for special 
applications. 

Room characteristics will play an 
extremely important part in achiev- 
ing the even, over-all lighting effect 


Specific fixtures 


you wish to achieve. In general, 
there are three types of rooms to 
be considered. Narrow (approxi- 
mately 10’ wide), medium wide 
(approximately 30’ wide), and wide 
(over 30’ wide). Small rooms use 


light less efficiently than larger 


rooms because ot closer walls and 





Spaced too far apart for their height, 
units give uneven and spotty illumination, 
when mounted closer together or highe: 
this is corrected. 
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IN PRINT 














greater absorption of light. High 
ceiling rooms use light less effi- 


ciently than low ceiling rooms oi 
+] 


he same area. tinted walls 


mo 


and ceilings absorb less light than 
darker tints—ranging from light ab- 
sorption of 20% by white to 99% 
by black walls. All these factors 
should be taken into consideration. 
In general, the aim of proper 
spacing and mounting of fixtures is 
to provide a high and uniform level 
of illumination throughout the room. 
By eliminating dark corners and 
dark spots, this makes the entire 
area suitable for work, display, sales 
or whatever purpose is intended. 
The drawings here shown illus- 
trate this principle. There are natu- 
rally installations where incandes- 
cent lighting possesses advantages 
over fluorescent. In every instance, 


the customer should be given the 


complete facts, taking into consid- 
eration all factors of cost —1in- 
cluding lamps, lamp operating 


auxiliaries, fixtures, wiring and 
current. 

\ plain honest statement of the 
facts—what fluorescent lighting is 
and what it will accomplish, should 
get you the order. 

I want to urge all salesmen to 
sell fluorescent lighting properly and 
by that I mean selling 


illumination at least equal to stand- 
| 


levels of 


ards recommended by lighting engi- 


lig] 
neers. Neither you nor your cus- 
tomer will be satisfied with a job 
sold on a cut-wattage basis, par- 
tov te - a fon - i - 
ticularly if competitors on either 
side should take full advantage of 
this new 


modern light source by 


stressing its demonstrable and not 


debatable qualities. 
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Selling Fluorescents to Industrial) 


The “better business through better lighting” story, 


backed up with facts, sells commercials and industrials 





NDUSTRIALS and commercials are 
interested in better lighting for 
reason—better 


just one basic 


business. Even under the best con- 
ditions, commercial organizations do 
not spend money for new lighting 
equipment simply to pretty-up their 
offices and factories. This invest- 
ment has to pay for itself. 
Therefore, it is on the principle 
through better 
lighting, that we must build fluores- 


of bette r business 


cent sales. To be still more specific, 
we will get bigger fluorescent vol 
ume by remembering that indus 
better illumination 
to: 1) increase production; 2) re- 


3) step-up plant 


trials will buy 


duce seconds; ef 
ficiency ; 4) improve employee rela- 
tions by bettering surroundings. 
In the commercial field, we will 
bag more fluorescent business by 
giving evidence to show that 1m- 
will: 1) in- 


crease store traffic; 2) improve ap- 


proved illumination 
pearance of goods on display; 3) 
c 


increase sales; 4) reduce errors; 5) 


*Vice president of Kubec Electric Co., 
Chicago. 


Light for critical seeing necessary in a full fashioned hosiery 
mill is aided by 36 inch, 30-watt units. 


_- " 
SO tgs, 


(Benjamin photo). 


improve employees’ working condi- 
tions. 

The need for fact-selling cannot 
Industrial and 
commercial prospects insist on an- 
swers to the question, “What will 
better lighting do for my business ?” 


be over-emphasized. 


Fluorescents provide us with 


many of the answers. For instance, 
wherever it is necessary or desirable 
to bring out the true values of 
colors, the wholesaler’s salesman 
and his contractor can recommend 
and sell fluorescents as the closest 
practical approach to daylight yet 
available from an artificial source. 

Illustrating the size of that mar- 
ket, the 


some of our A-l 


following industries are 
prospects for 
fluorescents due to the color situa- 
tion involved in their activities: 
printing, paint and varnish, wall- 
paper, textile, rug, dress and suit, 
department store, clothing merchan- 
disers, art studios, art galleries, mu- 
seums, florists. 

Thanks to the cooperative efforts 
of those groups responsible for the 
Setter Light-Better Sight program, 


the trend in offices and factories as 
well as in homes and schools, is 
towards higher degrees of illumina 
tion. 

Here again, fluorescents step in 
to answer many commercial and 
industrial lighting questions, par 
ticularly in those cases where the 
wires are already grumbling about 
overwork, but where more illumina 
tion is necessary. First job is to 
try selling a rewiring installation; 
but when that is impossible, it is 
still possible to get better illumina 
tion by equipping with fluorescents, 
which consume less energy per foot 
candle output than do incandescents 
Of course, there are hundreds oi 
such prospects in every salesman’s 
territory. 

Fluorescent lighting is the an 
swer, too, for those locations wher 
illumination 
(such as 75 foot candles and up) 


very high levels of 


are necessary for fast, accurate 
That market consists of pro 
departments 


make up an 


work. 


duction where small 


parts assembly; in 


composing rooms of print shops; in 


Rows of RLM fluorescents give 40 footcandles general illumi- 
nation. Bench units 250 to 300 footcandles. (G. E. photo). 











mi- 












machine tool work; in drafting 
rooms; in inspection departments. 
A strong sales feature is that this 
intense, glareless illumination can 
be attained with very little heat— 
for fluorescent light is cool light. 
Another market where fluores- 
cent lighting supplies an answer is 
that one composed of restaurants, 
hotels, theatres, and night clubs 
where the management is anxious 
to obtain latest developments in or- 
ler to create attention and attract 


more customers. Fluorescent cove 


lighting is especially effective in this 
field. . 


Just a few 


opportunities f 
fluorescent sales have been cited. 


Tr 


Obviously there are many more— 
such as schools, gas service stations, 
tobacco stores, photographic studios. 
However, markets can be better de- 
termined locally; also, representa- 
tives of the lamp and fixture manu- 
facturers can suggest other possi- 


1 


ilities to tap. 


Now to Selling 


The actual selling of fluorescents, 
as in merchandising other light 
sources, motor controls, telephones, 
or any other products, is to see a 
need, thus create a prospect, and 
turn that prospect into a customer. 

It is for this reason that in reach- 
ing the commercial and industrial 
markets, activities cannot stop with 
the purchasing agent. He can hand 
out orders, but it is impossible to 
create fluorescent business simply 
by visiting his desk. It is neces- 
sary to get into the general offices 
or the plant itself and become ac- 
quainted with the various operating 
heads who are concerned with pro- 
duction. They are the ones who 
ned to learn about better business 
ough better lighting. 


By Jacob Hemnes* 
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Only by personally walking 
through various office buildings, 
stores, and _ factories—and_ being 
alert—is it possible to visualize the 
vast number of fluorescent relight- 
ing prospects. In most any of these 
places, there are certain floors, 
rooms, or departments where pro- 
duction would be improved with 
fluorescent lighting. 

A surprising and pleasant situa- 
tion is the high percentage of plant 
men who give me permission to 
hang the trial units. It is an indi- 
cation that they are looking for 
practical and economical ways to do 
their work better. 

And in recent months, that per- 
centage of interested prospects has 
been increasing because of: 1) the 
growing acceptance for fluorescent 
lighting; 2) the upward trend of 
business generally ; 3) the National 
Defense Program. 

Sesides the salesman’s daily con- 
tact work in carrying the fluorescent 
story, his efforts will be materially 
aided by advertising from the office. 
It doesn’t have to be expensive. In 
fact, literature available from manu- 
facturers can carry most of the load. 


Use Literature Too 


In our case, we send out a mail- 
ing on lighting every three months 
to industrial and commercial con- 
tractors, office buildings, factories, 
hotels, architects, and governmental 
agencies in our territory. These 
mailings keep the Kubec name be- 
fore prospects, also provide definite 
leads for us to follow. 

From my viewpoint, fluorescent 
lighting is somewhat hampered by 
just one obstacle, and it must be 
recognized because we come up 
against it in selling. I refer to 
makeshift fixtures that are made by 





























































tinsmiths and others. Because of 
the low price tags on their units, 
these fly-by-night concerns are get- 
ting some orders and temporarily 
removing prospects for decent light- 
ing. 

To overcome this kind of compe- 
tition, we must know why our flu- 
orescent fixtures are priced as they 
are; why they're better ; how they’re 
built for dependability; why they'll 
give long, uninterrupted, dependable 
service. Then it must be explained 
how we and our suppliers are 
equipped to give them a properly 
engineered lighting installation that 
will be entirely satisfactory. 


(TOP) Fluorescents raise light levels to 
between 40 and 45 footcandles in a print- 
ing plant, (Benjamin photo). (BELOW) 
Recessed fluorescent flush trough instal- 
lation in an appliance sales room 
gives 85 footcandles average illumination. 


(Wheeler Reflector photo) 




















































Better Lighting 


Cooperation between wholesaler, contractor, manufacturer 


and utility sell a fluorescent job and please the customer 





HAT old, but 


ing, 


still correct say- 
heads are better 

than one” usually can be ap- 
plied to the sale of commercial and 
industrial lighting equipment. 
instance, 


“several 


For 

wholesaler’s 
it worthwhile 
manufacturers’ 
representatives or utility engineers 


successful 
salesmen have found 
to consult with 
before actually laying out a large 
lighting installation. 

\n example of such cooperative 
effort is found in the fluorescent 
installation recently made in the Se- 
curity National Bank, Greensboro, 
North Carolina. There several fac- 
tors including the wholesaler, con- 
tractor, manufacturer and_ utility 
pooled their ideas and produced a 
beautiful and efficient lighting job 
which gives 75 foot candles of gen- 
eral illumination and 
satisfies the customer. 

The joint activity developed when 
the bank arranged to move to larger 
quarters in the Jefferson Standard 
Suilding. The had 


completely 


space been 





Wholesaler R. M. Johannesen and his 
meter cooperate on lighting jobs. 





originally designed for bank occu- 
pancy with a lobby topped off by a 
23-foot ceiling. That 
pretty snappy in 1922 
building was constructed, but 
\rchitect C. C. Hartman and the 
bank officials agreed that the high 
ceiling was not only old fashioned, 
but also that the space could be put 
to work advantageously. 

So it was decided to divide the 
23-feet into two parts; that is, 
vert it into two floors. Result was 
that the lobby had an eleven foot 
ceiling. That, in itself, presented 
somewhat of a lighting problem, but 
it was made still more difficult by 
the fact that the beams supporting 
the second floor, in combination 
with the air conditioning ducts, 
formed ceiling recesses or deep bay 
11 feet long, 6 feet wide and 18 
inches deep. 


height was 
when the 


con- 


The job, therefore, was to over- 
come those structural handicaps and 
yet illuminate the room effectively 
and attractively. 


THESE MEN WORKED TOGETHERST 


Contractor Raymond Starr did general 


wiring, also helped on lighting. 





Because R. M. Johannesen, head 
of Brower Electric Supply Com 
pany, Greensboro, had been work 
ing closely with the contractor 
Raymond Starr on the complete 
electrical installation, the lighting 
problem came to him first. 

Instead of drawing solely upo 
his own experience and the contrac 
tor’s, Johannesen decided that Wil 
liam Burton, lighting engineer of 
Duke Power Company, should also 
be drawn into consultation with th 
architect and bank management. Be 
fore long, Marsh Padgett of H. C 
3iglin Company, Atlanta manufa 
turers’ agents (Wiremold), also was 
asked for his opinions on how thi 
lighting should be handled. 

From the start it was obvious that 
the low ceilings made it impractical 
to install suspended fixtures. And 
the original suggestion was that the 
recesses could be turned to an ad 
vantage by using silver bowl lamps 
as the light source. However, this 
particular recommendation did not 


Charles 
fluorescent 


Architect 
pioneer 


C. Hartman helped 
installation. 





ig For Better Banking 


By A. B. Conklin, Jr. 





HERETO SELL THIS BANKER THIS 


I ped 


click. Then someone proposed that 
fluorescent tubes could be set in the 
recesses and provide broad general 
illumination. 

This suggestion was studied and 
found practical, was presented to 
the architect and the bank manage- 
ment. At that time there were no 
similar installations in the Greens- 
boro area from which to draw ex- 
perience. It was a case, therefore, 
of telling the general fluorescent 
story and hoping for the best after 
all engineering details had been 
taken into consideration. Both the 
architect and bankers were agree- 
able to the pioneering effort, and 
with the general plan approved, 
specifications were written and the 
following installation resulted: 

Eight 40-watt fluorescent lamps 
were used in each recess with the 
lamps mounted on chrome finish 
fluorescent strip, installed in such a 
manner as to provide an even dis- 
tribution of light. Being located in 
the deep coffers the bare lamps do 


Banker Calhoun says fluorescent lighting 


brings efficiency and compliments. 








not normally catch the eye. Fur- 
thermore, the high general overall 
illumination of 75 foot candles re- 
duced glare from individual lamps. 

The results of the installation are 
so entirely satisfactory that Presi- 
dent Calhoun of the Bank wrote 
Wholesaler Johannesen the follow- 
ing letter: 

“TI believe we have had more fav- 
orable comments on the fluorescent 
lighting equipment in our new 
banking quarters than any other 
single feature. Our main room is 
not only beautifully lighted, but the 
installation is so satisfactory that I 
am writing to tell you how de- 
lighted we are with it. 

“The fixtures are so arranged 
that there are no shadows. The 
lamps shed a steady soft glow of 
even light all over the room, which 
has the effect of sunshine coming 
through skylights, and is the near- 
est approach to natural daylight | 
have ever seen. 

“The light is entirely without 






























































glare and we have had no com- 
plaint from our employees of eye- 
strain or headaches. It is so well 
distributed that it is unnecessary 
for us to use additional lighting fix- 
tures over our desks.” 

Yours very truly, 

N. S. Calhoun, (signed) 

President. 


Having helped to plan and hav- 
ing sold the installation, Mr. Johan- 
nesen has used it as an example to 
show to prospects who are inter- 
ested in improving illumination. 

From start to finish, the way this 
particular lighting job was handled 
offers other wholesalers’ salesmen a 
practical method to use when con- 
fronted with difficult structural 
problems on a lighting installation. 
Furthermore it demonstrates that 
commercial and industrial lighting 
installations often will work out 
more smoothly when several experts 
get together on the details. 


INSTALLATION 


Fluorescents in coffers produce 75 foot 
candles of evenly distributed light. 
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HE fluorescent lamp, like other 
having a 
characteris- 


arc discharge devices 
negative resistance 
tic, needs a so-called ballast in order 
to reduce voltage at the lamp elec- 
trodes as soon as the arc operates, 
that is, after the 


starting switch 


opens. The ballast also limits cur- 
rent during the 


Furthermore, 


starting cycle. 
it permits the flow of 
the proper starting current in the 
filaments. 

A resistance can do this job, but 
it reduces efficiency 50 per cent or 
less, besides causing a great amount 
of heat, thus eliminating two im- 
portant advantages of fluorescent 
lamps. With direct current these 
disadvantages must be tolerated, but 
on alternating current low efficiency 
can be avoided by the use of reac- 
tors or high reactance transformers. 

Ballasts are usually made in two 
shapes, to fit lamp fixtures or wir- 
ing channels. 


* Engineer, Jefferson Electric Co. 


































Ballasts 
Must Be Right 


By L. 


The criterion of a good ballast 
would be that it operates a lamp so 
as to deliver rated wattage and light 
output at rated current within the 
limits specified by the lamp manu- 
facturers, at an efficiency commen- 
Freedom 
from hum and from excessive tem- 


surate with size and price. 


perature rise must also be consid- 
ered. 

The inductance characteristic of 
ballast reactors must fulfill certain 
requirements in order to deliver 
rated wattage (light output) at rated 
Poorly designed or under- 
sized units may deliver rated wat- 


current. 


tage only at excessive lamp current, 
which is detrimental to lamp life 
and will cause greater temperature 
rise of the ballast. This condition 
is due to saturation in the reactor 
iron, which is not working at the 
proper magnetic density, causing 
serious current wave shape distor- 
tion. 


Heating of ballasts is an impor- 


tant factor since they are 








usually 





Mauerer* 





Quality ballasts make a strong sales 
feature against cheap competition (Jef- 
ferson photo) 


mounted in rather confined 
with little or no ventilation. Under- 
writers’ Laboratories tests are de- 
signed to keep ballasts within the 
limits of heat rise which are safe 
from a fire hazard standpoint. The 
Electrical Testing Laboratories of 
New York approve only such units 
as fall within the requirements of 
the lamp manufacturers, thereby 
protecting the trade against units 
which might cause low light output 

short lamp life as well as exces- 
sive heating. 

Since AC ballasts contain trans- 
formers or reactors or combinations 


S] aCeS 


of both, there is always the possi- 
bility of hum caused by the alter- 
natingly magnetized steel used for 
these units and the case. Only by 
careful design and manufacturing 
methods can this hum be reduced 
to a tolerable minimum. 

Ballasts made in accordance with 
the above considerations will give 
long trouble-free life 
course, they 


unless, of 
are operated on exces- 
sive line voltages for long periods of 
time. 


Fluorescent units, each using 4—48-in. 
lamps, provide 60 foot candles. Good 
controls give dependable operation. 
(Wakefield photo) 








AHEAD 


Lighting - modernization is 
easier to sell’ with these sen- 
sational new “packages” of 


DAYLIGHT — complete fixtures 
of Fluorescent at its finest — 


MIRALUMES! 


['. the same sweet story everywhere . . . sales soar- 





ing sensationally ... demand growing hourly ... 
on HyGRADE MIRALUMES! 


How come? Because HyGRADE MIRALUMES pro- 
vide Fluorescent Light that is incomparably finer 
.. . higher levels of cooler illumination . . . without 
harsh glare or shadows... and with only one-fourth 
the radiant heat, for equal light intensity! 


Take advantage of the great new profit opportu- 
nity HyGRADE MIRALUMES offer you — beginning 
today! Find out about low MIRALUME prices to you, 
and F H A financing plan! 


WRITE TODAY: 


for complete information, 
prices and discounts on 
MIRALUMES and HyYGRADE 
FLUORESCENT LAMpPs to: 
Hygrade Sylvania Corp., 
Dep’t WS-9, Ipswich, Mass. 


ralumes are approved by 


derwriters’ Laboratories, Inc 








SHOWN HERE 


are a few of many MIRA. 
LUMES ready now. Design- 
ed, engineered, built and 
guaranteed by HyYGRADE. 
Supplied wired and ready 
to install, or unwired. Cor- 
rected for power factor and 
stroboscopic effect. Starters 
easily accessible. 


de Miratu 


GRADE SYLVANIA CORP., EST. 1901, ALSO MAKERS OF THE WORLD-FAMOUS SYLVANIA RADIO TUBES 
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ON HYGRADE 
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Copr. 1940 Hygrade Sylvania Corp. 





FLUORESCENT! 


Nationally advertised in Saturday 
Evening Post, Collier’s, Time, and 
28 leadifig Trade Magazines 
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Filament Lamps— lhe Backbonell 


While fluorescents take the spotlight, incandes- 


cents hold the rest of the world’s lighting scene 








Silvered bowl lighting installation in 
office uses 500 watt units on 15 x 15 ft. 
centers to deliver average of 30 foot- 
candles on desks. (G. E. photo) 


E HAVE heard so much about 

fluorescent lighting lately that 

we might get the impression 
Huorescent is taking over the entire 
lighting field. Perhaps it is true that 
we are approaching the maximum 
practical efficiencies that can be ob- 
tained from filament sources. Cer- 
tainly it must be admitted that a 
lighting revolution is now in prog 
ress. 

However, the lighting industry 
has never been static, and in the 
past two years its tempo has been 
greatly accelerated, because of the 
fact that this period saw the intro- 
duction and wide acceptance of fluo- 
rescent lighting. With this came 
the start of another new movement 

the use of lamps for other than 
purely lighting purposes. 


* Lamp Department, General Electric Co., 
Nela Park. 





While that movement has gained 
headway so fast that on the surface 
ie trend seems to be away from 
lamps and toward other 
tvpes of light-producing media, all 


hlament 


available facts indicate that incan- 
descent sources will be the back- 
hone of the lighting business for a 
long time to come. 

For instance, recognized authori- 
ties estimate that 
absorb approximately seven million 


the public will 


fluorescent tubes during the next 
twelve months, but it will at the 
same time purchase over 500 million 
large tungsten filament lamps. 

If, then, we combine lamps, re- 
flectors, and a conservative estimate 
of new wiring business for the next 
twelve months and call it 100 per 
cent of the lighting business pot- 
LARS, a breakdown of that 100 per 
cent will be about as follows: 


Incandescent Lamps 51 per cent 
Fluorescent Lamps : gil 
Incandescent Fixtures 19 “ “ 
Fluorescent Fixtures os = 
Wiring, etc. . Sa 
100 * wi 


Thus, fluorescent lighting, enjoy- 
ing right now the lion’s share of 
publicity, will account for only 
about eleven or twelve per cent of 


the total lighting market. 


“Inkies” the Major Market 


Obviously, then the big market is 
still incandescent, and experts be- 
lieve that this will continue to be 
the case for a long time to come. 

There is already a tremendous 
investment in equipment designed 
for incandescent sources and a large 
amount of new incandescent equip- 


ment is still going into stores, of 


hces, factories, and homes. This 
makes it certain that there will be 
no overnight jump to fluorescent 
lamps. 

It is often assumed that there is 
only one correct type of lamp for a 
particular lighting installation. But 
generally this is not the case. Ther: 
is frequently a choice between two 
or three methods of illumination 
The choice of incandescent, fluores- 
cent, or mercury may result from 
some physical limitation of the job, 
initial installation cost, current rate, 
or personal preference. Two manu 
facturers making the same kind of 
merchandise but operating under 
different policy may have entirely 
lighting problems 
Whether or not a concern owns its 


ditferent 


property or has a short lease has a 
definite bearing on the attitude it 
takes toward its lighting problem 
\lso what competition has done 
often is a deciding factor in a light 
ing installation. 


Old Fields Still Strong 

There are many fields where in- 
candescent is still superior. For ex- 
ample, fluorescent is not indicated 
for use in sclioolroom lighting. The 
American Recommended Practice 
of School Lighting Standards al 
lows a maximum brightness of 2? 


candles per square inch on the fix 
tures when viewed from any angle 
The 14 in. fluorescent tubes have < 
brightness of about four candles 
Very few schoolrooms have begu! 
to approach this intensity of light 
so use of incandescent is indicate: 
for some time to come. It is be 
lieved that only when schoolroom 


call for fifty footcandles, fluorescet 
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lO Lighting 


By R. E. Dirks* 





will commence to be generally used. 

In schoolroom lighting, and any 
commercial or industrial lighting in- 
stallation where initial cost is an 
important consideration or where 
current rates are low, fluorescents 
are at present at a disadvantage. 

However where cost does not 
matter or where higher levels of 
lighting are generally considered 
desirable, fluorescent definitely has 
its place. 


New Uses for Filament Lamps 


There are many places where 
new uses for incandescent lamps are 
appearing. 

Motion picture projectors which 
iormerly have used a carbon arc 
now can be changed over to one of 
the new, small, concentrated fila- 
ment incandescent lamps for the 
light source. Differential coiling 
of the filament, hard glass bulbs, 
and forced cooling have made this 
possible. 

Drying lamps for industrial ap- 
plications represent a new use of 
incandescent lamps for productions 
f energy other than light energy. 
eing able to dry finishes in as little 
s one-tenth the time previously re- 
quired, permitting the use of 

raight-line production methods 

id saving a great amount of space 

factories, has made this plan of 
xtreme interest to industry. 


Home Light Conditioning 


Of the better than 500,000,000 
rge lamps that will be sold in the 
nited States next year, around 
1,000,000 will be used in homes. 
nd since fluorescent is adaptable 
present primarily to commercial 
d industrial applications, this 


Sales 
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practically removes from the fluo- 
rescent picture the largest single 
chunk of the lighting market—tesi- 
dential lighting sales. 

The light conditioning movement 
of the past two years, steadily gain- 
ing momentum, has greatly in- 
creased the sale of the larger sizes 
of filament using home lighting 
lamps. Until its installation costs 
are lower, and more units are de- 
signed for use in homes, fluorescent 
will take only a tiny fraction of this 
business. 





Self-Contained Units 


The use of lamps which contain 
their own reflectors as an integral 
part of the lamp (projector and 
reflector lamps) has also broadened 
the field for the incandescent lamp. 
Control of light in this manner and 
the specialized uses these lamps 
have in stores, factories, and homes 
will make them important for man) 
years. 


Other Fields 


There are many fields to which 
fluorescent, by its very nature, is at 
present not suited—sign lighting, 
especially where the lamps are on 
flashing circuits; floodlighting and 
spotlighting; protective lighting, 
which is receiving a lot of attention 
these days; and practically the 





ABOVE: Two hundred watt filamen: 
lamps in low brightness fixtures over 
chipping conveyors in a foundry give 
50-55 footcandles on working plane. 
BELOW: Aircraft factory uses 200 and 
300 watt lamps, gets 20 footcandles over 
28,800 square ft. area. (G-E photos) 












































whole field of miniature lamps, in- 
cluding automotive, flashlight, and 
indicator. 


Conclusion 


Fluorescent is the youngest, the 
lossy, sparkling, glamour child of 
the lighting industry. As a new 
tool, it supplies many of the missing 
links in the lighting picture. It has 
done incandescent a good turn in 
that it has helped awaken the public 
to an awareness of the lighting 
problems which it faces. But nev- 
ertheless, incandescent lighting is 
still Number One in the lighting 
picture, and will remain so for a 
long time to come. 





























Why hag Sa BAN Tt 


RLM 
£ fi Ly ” 
DOME REFLECTORS 

DEEP BOWL REFLECTORS 
SILVERED BOWL DIFFUSER 


SYMMETRICAL ANGLE 
REFLECTORS 


48° FLUORESCENT TWIN 
LAMP PORCELAIN 
ENAMEL UNIT 


RLM 


S In 


60" FLUORESCENT TWIN 
LAMP PORCELAIN 


ENAMEL UNIT 


HIGH BAY ALZAK 
ALUMINUM REFLECTORS 


for further information about RLM 
Units and a copy of the RLM Standards 
Specifications, you may communicate 
with any of these manufacturers of RLM 
Labeled Lighting Equipment. The letters 
mean Reflector and Lighting Equipment 
Manufacturers. 


BENJAMIN ELECTRIC MFG. CO. 
Des Plaines, Illinois 
GOODRICH ELECTRIC COMPANY 
Chicago, Illinois 
THE MILLER COMPANY 
Meriden, Connecticut 
OVERBAGH AND AYRES MBG. CO. 
Chicago, Illinois 
QUADRANGLE MFG. COMPANY 
Chicago, Illinois 
SMOOT HOLMAN COMPANY 
Inglewood, California 
WESTINGHOUSE ELECTRIC AND 
MFG. COMPANY 
Cleveland, Ohio 
WHEELER REFLECTOR CO. 


Boston, Massachusetts 
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Helps Youn Sell 


LIGHTING EQUIPMENT 
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ITTING in naturally with the 
other appliances regularly sold 
by your electrical dealers, de- 

partment stores and utilities, the 
sun lamp offers to wholesalers a 
fine opportunity for added volume 
and profits. What's more, the sun- 
lamp’s big season is starting right 
now, because it is from September 
until May that the sun lamp is of 
most value to the user. 

During those months, particularly 
in the north, we do not receive suf- 
ficient sunshine with its health-giv- 
ing ultra violet rays. In fact the 
Chicago Department of Health has 
gone on record as follows, “Com- 
paratively little ultra violet appears 
in the sun’s spectrum during the 
winter months in Chicago.” 

Assuming that similar conditions 
exist throughout the entire north- 
ern section of the United States— 
we find there the major market for 
sun lamps. 

To many persons “ultra violet”’ is 
nothing more than a high sounding 























































term. It is ultra violet that pro- 
vides Vitamin D (the “sunshine 
vitamin”) which helps assure 
strong bones and teeth, builds up 
resistance to infection, aids in pre- 
venting rickets, helps to prevent 
colds and is a means to better health 
generally. It is the sun lamp’s job 
to provide ultra violet rays when 
it’s impossible to get them from the 
sun. 

Originally these lamps were used 
only by the medical profession, but, 
with the introduction of home mod- 
els several electrical 
wholesalers and retailers entered the 
marketing picture. 

Sun lamps operating on four dif- 
ferent principles are manufactured, 
namely: quartz-mercury, glass-bulb, 
carbon-are, and cold ray. Home 
models are listed at from $125.00 
down to about $10.00, differences 
in construction, appearance, lasting 
qualities and performance account- 
ing for the wide range in prices. 


years ago, 


Leading manufacturers are carry- 


The lamps can be sold as beauty aids as 
well as for beneficial effects on health. 
(G-E Photo.) 


Selling must emphasize necessity for 
carefully controlled exposure to ultra 
violet rays. (Hanovia Photo.) 
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Sell Sun Lamps 


Northern wintertime calls for sunshine or its equivalent, 









is the season to sell sun lamps for needed ultra violet 





Effective in helping to prevent rickets 
and other ailments in children, sun lamps 
also are of value to adults, helping build 


up resistance to disease and_ colds. 


(Hanovia Photo.) 


ing on extensive advertising pro- 
grams to enlighten the public on the 
sun lamp’s many 
wholesaler’s salesman and his retail 


benefits. The 


ers can capitalize most profitably on 
this national effort by tying-in lo- 
cally. Display material, window 
streamers, and interesting factual 
booklets are available from most 
manufacturers and properly used 
should produce many sales. 

urged, not 
only to sell to the general public. 


Retailers should be 


but also to physicians, hospitals and 
schools. Dealers located in college 
towns will find dormatories, fra- 
ternity and sorority houses fertile 
markets because most collegians are 
extremely health-conscious and a 
sun-lamp fad is easily started. 





T H E G EN E R A L Cc A B L §s 


The rising curve of industrial activity and 

















consequent demand on electrical wholesalers’ 
stocks of wires and cables emphasize the value 


of a close association with General Cable. 


The undeviating policy of full cooperation, 
the completeness of the line, multiple plant 
and warehouse stocks and quality that builds 
repeat sales, are some of the reasons why 
General Cable is a first-choice source of sup- 


ply for established electrical 


wholesalers everywhere. 


The General Cable Sales Ofhces are a nearby source of sales 
assistance. Sales Offices located at Atlanta, Boston, Buffalo, 
Chicago, Cincinnati, Cleveland, Dallas, Detroit, Los Angeles, 
Kansas City(Mo.), NewYork, Philadelphia, Pittsburgh, St. Louis, 
Rome (N.Y.), San Francisco, Seattle, Washington (D.C.) 





R 
Fenn CABLE ? 


GENERAL CABL“ 
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Prepared to Serve... 
bar more than half a contary, men, materials, and 
thined to mahe General Cable « princepal source of 
wes and cables Muluple plants, cnormous produc- 


men are prepared for greater cesponsthihtes 


RAL CABLE 


BES and CABLES for EVERY ELECTRICAL PURPOSE 


by Flectucal Wholesalers Everpwhere 
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HE‘LINE THAT HAS I} , 
IN WIRES AND CABLES 
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Selling Residential | | 


With residential lighting sales on the increase, the authors out- 





line contractor policies and display ideas to build new sales 








Cove mounting of fixtures affords oppor- 
tunity to show units individually and 
wiring allows lighted display. 


FTER a spell of several sluggish 
years, the residential fixture 
industry has picked itself up 
by the bootstraps and is headed 
towards a profitable revival. This 
upward trend is registered already 
in better volume and profits for the 
manufacturers themselves, whole- 
salers, contractors, and dealers. 
Two factors, it seems, have 
brought about the revival; first, the 
upswing in residential construction ; 
secondly, the manufacturers are 
producing more attractive fixtures 
with a full range of designs for any 
With grace- 
ful and trim lines, the new fixtures 


type or size of home. 


have plenty of sales appeal. 

This appeal has made such a fav- 
orable impression on Mr. and Mrs. 
Homeowner that once again they 
are buying overhead fixtures for 


their living rooms and dining rooms, 


*Mr. Lott manages lighting sales for 
Economy Elec. Supply Co., Atlanta, Miss 
Coward handles inside residential sales. 
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instead of simply letting a couple 
of wall brackets and portable lamps 
take care of the lighting. 

We have felt the upturn here in 
\tlanta and vicinity. In fact, the 
trend is so favorable that several 
months ago, Mr. Jackson, president 
of our company, decided to take 
advantage of the revived interest in 
quality residential fixtures, to ac- 
quire an additional 4,000 square feet 
of floor space which is devoted solely 
to lighting operations. 

Realizing that fixtures have to 
be seen to sell, also that contractors 
and dealers expect the wholesaler 
to maintain the necessary fixture 


showroom, Mr. Jackson used the 


entire first floor to display resi- 
dential lighting. 

Because of the importance of the 
showroom in selling fixtures, con- 
siderable attention was given to the 
methods, 
with the result that we have one 


best recognized display 
general room for showing ceiling 
units, wall 
lamps. 


pieces, and portable 
Adjoining this are a series 
of individual rooms, each featuring 
pieces for one particular room, in- 
cluding : living room, bedroom, din- 
ing room, bathroom, and_ kitchen. 
\lso, we have a separate display of 
outside equipment—porch _ lights, 
vard lights, ete. 

There is a total of some 200 fix- 
tures on show. From a strictly 
numerical standpoint, that isn’t so 
many; but the number has _ been 
kept down intentionally, because it 
is our belief that each fixture needs 
ample space around it in order that 
it can be seen to advantage, there- 
fore more readily sold. 

Another important reason why no 
attempt is made to display every- 
thing from A to Z is that prospects 


become confused when there is too 
Point is. that 
when they can’t decide they don’t 
buy, and we don’t get an order. To 
avoid this situation, it is felt that 


large a_ selection. 


more prospects can be turned into 
customers through striking a happy 
medium as far as the variety ol 
styles is concerned. 

Still another 
carefully selected display and stock 
is that 
can be kept pretty well in check. 
Overstocking is the big bugaboo of 


point favoring a 


the obsolescence problem 


this business, because it logically 
follows that a heavy inventory of 
slow-sellers ties up a large invest- 
ment which could be working prof- 
itably in other parts of the business. 
Furthermore, it is usually necessary 
to unload this overload at a sacrifice 
price later. 

A display angle which we have 
found satisfactory and profitable is 
to show only medium and_ fairly 
high priced lines. This is so be- 
cause most of the wholesaler’s fix- 
ture business comes from a market 
consisting of homes valued at $4,000 
on up. 

An interesting and profitable 
point to bear in mind is that a dis- 
play of quality fixtures is also effect- 
ive in dealing with those people 
who have the money to spend (deter- 
mined by questioning the contractor 
and/or by the value of their home ) 
but are naturally bargain hunters 
and want to shop-around. Those 
folks will listen to a sales story, look 
over the fixtures with considerable 
interest, but leave with the regret 
that prices are too high—and prob- 
ably believing it. 

All those cases aren’t lost though, 
for a high percentage return later 
and decide to buy. It is obvious, 
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Lighting 


By F. E. Lott and Miss Anne Cowart* 


therefore, that they have shopped- 
around enough to see the difference 
between qualities, and realize that 
a few extra dollars invested in a 
better grade fixture is well worth 
the money. 

In the residential fixture business, 
the wholesaler must take extreme 
care to establish and maintain a 
strict contractor or dealer policy for 
both positive and negative reasons. 
Positive, because he will get more 
fixture sales by working closely with 
these outlets. Negative, because 
chances are the contractor will stop 
buying construction materials and 
other requirements from a_ whole- 
saler who does not protect him on 
lighting business. 

We do not issue Introduction 
Cards but we do ask our contractors 
and dealers to phone or write us 
when they are sending in a cus- 
tomer to visit our showroom. In 
those cases when someone walks in 
“cold,” we make it our first step 
to get the name of the contractor 
who is going to hang the fixtures. 
In that way, the contractor is as- 
sured of his profit and we 
maintained our policy. 

When it comes to the actual sell- 
ing, either for lighting a new home 
or re-fixturing an old one, it is best 
to get off on the right foot by get- 
ting answers to these questions: 

Is the house of brick, frame, or 
stone construction? What type is 
t—Colonial, English, French, etc. ? 
\t what price is it valued? How 
nany rooms? How are the walls 
finished? What type of furniture ? 

This background material pro- 
ides a starting point and direction 
vhich will save time for straight 
selling and result in greater satis- 
action for the buver. 


have 
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We have found that the average 
prospect spends as much time select- 
ing the dining room lighting as that 
for all the other rooms put together. 
Consequently, we direct their atten- 
tion to the lighting of that room 
first. Then with the customer satis- 
fied on that most important part of 
the house, we go to living-room 
lighting and on through the house. 

The wholesaler’s salesman can 
be of further service to his con- 
tractors and at the same time get 
more fixture business by contacting 
architects and general builders, be- 
cause both these groups are respon- 
sible either directly or indirectly 
for plenty of lighting business. Tell 
them about the display room and 
explain your facilities for rendering 




















| 








a service in laying out residential 
lighting jobs. Also, these contacts 
will be valuable as a vehicle for 
getting them to specify the many 
other lines distributed by 
house—such items as wire, wiring 
devices, switches, protective equip- 
ment, signalling devices, and so 
forth. 

There is no doubt that residen- 
tial lighting is making a _ strong 
comeback, and the wholesaler who 
maintains a good display, watches 
his buying, maintains a strict con- 
tractor-policy, keeps in close touch 
with those who influence buying, 
will find this department a profitable 


Hy 
ii 
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your 


operation. 





Styled for the type of room, this ceiling 
piece using 100 watt lamp provides ade- 
quate illumination. (Lightolier photo) 


Decorative center light with diffusing 
glass globe for general illumination, lens 
bottom light covers 
(Lightolier photo) 


working areas. 


FACTORY EXECUTIVE 


HOW CAN | STEP-UP PRODUCTION... FAST 
... WITH NO TIME FOR NEW BUILDINGS... 
AND SKILLED LABOR GETTING SCARCER ? 


HIGHER LIGHTING LEVELS CAN HELP... 
LET ME SHOW YOU HOW TO GET THEM 
WITH G-E MAZDA LAMPS 


HE present national emergency demands that in- 

dustry produce more goods. . . of better quality 
... and at greater speed than ever before. 
If there’s no time for new buildings, and skilled labor 
is difficult to get, you can perform a real service for your 
industrial customers by showing them how to get more 
and better production from existing equipment by in- 
stalling higher lighting levels. 
There’s a big potential market for you . . . with good 
profits .. . in selling better lighting for faster, safer, 
more accurate seeing. Today, good lighting offers 
every industrial plant in the country an effective means 
to meet today’s emergency production demands. 
Industrial lighting surveys show that most plants can 
go a long way toward better production schedules by 
bringing their lighting up to modern standards of 
efficiency. The fact is that higher levels of properly 
planned lighting have a direct bearing on increased 
production. 
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General Electric offers electrical wholesalers all kinds 
of lamps for industrial lighting . . . plus the assistance 
of a G-E Lighting Engineer to help you work up light- 
ing recommendations for improving the lighting in 
your Customers’ plants. 





SHOW YOUR CUSTOMERS GOOD LIGHTING 
MEANS BETTER PRODUCTION — BECAUSE IT: 


1— Makes seeing easier, faster, more accurate. 
2—Increases efficiency and reduces fatigue. 
3—Reduces accidents. 

4—Conserves eyesight. 


5—Improves morale of employees because of 
brighter, more cheerful working conditions. 











See the facing page for descriptions of four different kinds 
of G-E lighting. For specific information, write 
General Electric Company, Dept. 166-WI, Nela Park, Cleveland, O. 


G-E MAZDA LAMPS 
GENERAL ‘4 ELECTRIC 
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GENERAL ELECTRIC MAKES ALL KINDS OF LAMPS 
BUT EACH LIGHTING JOB MUST BE “TAILOR-MADE” 


Whatever kind of business your customers 
operate, General Electric makes lamps to fit 
their needs. And because G-E makes all types 
of lamps, your lighting recommendations can 
be completely unbiased. 


You can help customers step up production 
... both in their plants and in their offices... 
with higher levels of lighting. 


Sometimes, because of plant layout and type 
of work done, incandescent lighting with 


G-E MAZDA C (filament) lamps will produce 
the right kind and amount of light for ef- 
ficient production. In other places fluorescent 
lighting with G-E MAZDA F (fluorescent) 
lamps will provide the higher lighting levels 
required. You can easily show your customers 
where to use either type for best results. Show 
them how they can get 50 footcandles or 
more of light . . . with G-E MAZDA C lamps, 
with G-E MAZDA F lamps, or other types or 
combinations of G-E MAZDA lamps. 


INCANDESCENT LIGHTING SPEEDS PRODUCTION IN THESE PLANTS 


FLUORESCENT LIGHTING IS BETTER SUITED TO THESE JOBS 
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BENCH WORK and fine assembly 
generally need well diffused supple- 
mentary light to soften shadows and 
reduce glare. G-E MAZDA F lamps 
may provide 100 foot candles or 
more without discomfort from heat. 


A CHICAGO RADIO company found 
production up, rejects down, after 
light-conditioning with regular G-E 
MAZDA C (filament) lamps. Em- 
ployees have 55 foot candles of light 
on assembly work. 


THIS CLEVELAND manufacturer ap- 
preciated that good light is indisp2n- 
sable in the manufacture of a quality 
product and used 300 watt G-E 
MAZDA C lamps in RLM reflectors 
to get it. 


INSPECTION is made easier and eye- 
strain lessened by G-E Fluorescent 
lighting installations such as this one 
over inspection tables in a tin-plate 
plant. This better lighting has speed- 
ed production and reduced spoilage. 


MERCURY LAMPS ARE GOOD FOR LIGHTING HIGH BAY 
AREAS. In general, G-E MAZDA H (mercury) lamps 
are best suited for lighting high bay areas. These 
lamps have high efficiency, long life, ruggedness. 
Mercury lighting is most economical when it is 
tailored to the individual plant needs—properly used 


RF 85 WATT (COOPER HEWITT) FLUORESCENT LAMPS @re well suited 
for lighting low and medium bays. They give high light output 
and have long life, and low operating and maintenance cost. 
Now available in two types—a Blue-White and an industrial 
White, sold complete with either one lamp or two lamp fixtures 
as desired. The color of the new industrial White lamp more 
and distributed, using approved auxiliary equipment. closely resembles daylight than does the Blue-White lamp. 
It may be used either alone or in combination with 

filament lamps. 


(TO THE LEFT). The 400 watt G-E MAZDA H (mercury) 
lamp. 


(TO THE RIGHT). RF 85 watt (Cooper Hewitt) Fluorescent 
lamps in a two lamp fixture. 


it th» ae et 


IN THIS locomotive repair shop, 400- 
watt mercury lamps are used for high 
bay lighting. Good lighting like this 
aids accuracy by relieving nervous 
tension of eyestrain. It is also an im 
portant factor in reducing accidents. 


IN THIS plant, production was speed- 
ed when mercury lamps were in- 
stalled at a 14-foot height to provide 
75 footcandles on the working plane. 
Better light like this is a big factor 
in obtaining better production. 


RF FLUORESCENT lamps provide ex- 
cellent illumination in this southern 
hosiery mill. Under this well-diffus- 
ed light, threads are so clearly de- 
fined as to appear magnified. In- 
spection is simpler, production up. 


G-E MAZDA LAMPS 
GENERAL ‘4 ELECTRIC 
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NOTICE how clearly detail is reveal- 


ed in the light of this RF Fluorescent 
installation in an Illinois factory. 
Because of the long-tube light source, 
shadows are controlled. There is less 
eyestain, less fatigue, fewer rejects. 
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Financin 


Customer resistance to initial cost is gone when he learns 


that his lighting installation can be bought “on time” 


LECTRICAL wholesalers’ salesmen, 
who are eager to build up their 
lighting sales to contractors and 

industrials, may well pattern their 
sales effort after that of the electrical 
appliance industry because there, 
from the manufacturers on down to 
the retail salesman, has been shown 
more ingenuity and more dogged 
persistence in selling to the public 
than in any group we can think of. 

The Fuller brush man, the Real 
Silk lady and the magazine-selling 
college-aspirants would feel guilty 
of inertia if they could study the 
methods of the appliance salesman 
at work! It’s like watching a big 
league pitcher perform. He doesn’t 
keep throwing his fast one every 
time or his sinker or his slow ball. 
He mixes up his stuff until he finds 
the batter’s weakness—then he bears 
down. 

For instance, most successful ap- 
pliance realize that re- 
gardless of the merits of a product 
there is an inherent reaction on the 
part of the buyer to the price. If 
the price isn’t too high for the 
product itself, it’s too high for the 
buyer’s budget. 

\s a result, the appliance industry 
adopted a modern application of a 
2000 year old idea—selling on time 
payments—to minimize the cost and 


salesmen 


to fit the buyer’s budget. Today 
more than two thirds of major ap- 
pliances are sold on a time payment 
basis. 

The automobile industry, which 
embraced time selling as a means to 
overcome the price difficulty, soon 
found that 
lower prices were possible because 


mass production and 


Leaflets giving consumers information on 
ways and means of financing lighting 
sales, are available to wholesalers. 





of the greatly enlarged market. The 
nation’s No. 1 industry owes a great 
deal to installment selling. The time 
payment idea has spread so far that 
one of the leading finance companies 
has recently announced a plan for 
financing car repair jobs, tires and 
other accessories. Even boat and 
rail transportation can be bought 
this way. 

The American public has begun 
to feel that “buying on time” is the 
accepted way of buying most any- 
thing. The question is—why hasn’t 
the electrical equipment industry 
merchandised its products in the 
same manner that allied and com- 
petitive industries have 
fully done? 

Lack of cash is no longer a logi- 
cal excuse for credit-deserving pros- 
pects to postpone rewiring; the in- 
stallation of adequate lighting, 
power or ventilating equipment; 
even air conditioning plants. All 
of these improvements and many 
more are eligible for financing under 
Title I of the FHA Plan (Federal 
Housing Administration) which is 
offered by literally thousands of 
financial institutions over the coun 
try. 

Under this plan any amount from 
$100 to $2500 may be financed on 
a single property over a three-yea! 
period without 


success- 


requiring a mort 
gage or co-signers. Furthermor« 
it isn’t absolutely necessary that 
down payment be made on the job 
The total charge for this type of 
financing is based on 5 per cent dis 
count per annum with notes pay 
able in monthly installments. Cer- 
tainly this plan is designed to at 
tract the buyer. 

The procedure for selling on the 
FHA Plan is very simple. As soot 
as the contractor has figured the 
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Lighting Sales 


By T. 0. McDavid 








COSL 


~ an installation (including 
labor) he should also show the 
building owner the cost in terms of 
monthly installments. He might 
show the monthly payment for a 
year’s time, two years, or for the 
maximum of three years. He can 
easily do this by referring to the 
FHA finance chart, which any 
qualified lending institution offer- 
ing Title I will be glad to furnish. 
Commercial credit companies fre- 
quently show this chart on the back 
of each credit application. 

When owner and contractor agree 
upon the cost estimate, the buyer 
fills in the necessary credit data on 
the credit application and signs the 
application on the back in the spaces 
provided. The contractor fills in 
the description of the job to be done 
—the amount of down payment— 
and sends the application to the 
lending institution. 

Upon being notified that the own- 
er’s credit is satisfactory for the 
amount involved, the contractor or- 
ders the necessary equipment and 
material and goes ahead with the 
job. At this stage, the contractor 
may or may not wish to insist on a 
partial payment in cash. As pointed 
out above the down payment is not 
mandatory although it should be 
encouraged. 

When the work has been com- 
pleted to the owner’s satisfaction 
the contractor fills out the Pur- 
chaser’s Completion Certificate and 
Promissory Note attached, both of 
which he has the owner execute. 
This note is made payable to the 
seller (contractor) and should fully 
describe the amount of the obliga- 
tion as well as time and place of 
payment. 

The contractor then endorses the 


note “Without Recourse” which 





means that in case the owner “falls 
down” and there has been no mis- 
representation by the contractor, he 
(the contractor) has no responsi- 
bility whatever for making good to 
the lending institution. 

After he endorses “Without Re- 
course” the contractor sends the 
note and Completion Certificate to 
the lending institution which sends 
him a check for the full amount 
owed him. The owner receives a 
letter from the lending institution 
verifying the purchase of his note 
from the contractor and reminding 
him of the dates and place he should 
make his monthly payments. 

The point to bear in mind is that 
the contractor gets his money just 
as soon as the job is completed. 


Forms used in FHA financing 
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That means if the wholesaler’s 
salesman is on the job, he will see 
that the contractor pays his house 
when the money comes in. The 
building owner need not pay a cent 
until a month after it is completed 
when he may pay as little as 1/36 
of the original cash estimate. 

Every one by now knows that 
commercial and domestic appliances 
can be bought “on time.” Several 
manufacturers of lighting equip- 
ment are plugging the FHA Plan 
in their advertising and sales pro- 
motion programs. The fluorescent 


] 


prospect is getting the idea—and lhe 


is buying that way. 


dealer-contractor and the buyer. 
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Drying lamp tunnel for baking 
synthetic enamel on shields for 
sealed beam automobile head- 
light reflectors. Drying time, five 
minutes. (G-E photo.) 





NDUSTRY is on the alert for every 
time-saver it can find and the 
wholesaler’s salesman has a 
“natural” in the new drying lamps. 
Not only do these new heat sources 
make it possible to increase produc- 
tion through phenomenal reductions 
in drying time, but this method of 
drying possesses numerous advan- 
methods 
which can be stressed in selling 


tages over conventional 


these new sources. Chief among 

these advantages are: 

1. Lower cost of equipment and installa 
tion 

2, Adaptability to changing paint sched- 

ules 

3. Greater flexibility of equipment 

4, Elimination of warm-up period 

5. Generally lower operating cost 

6. Requires less floor space 

7. Less dirt, and hence cleaner and more 
comfortable working conditions 


Although the idea of using radi 
ant heat from filament lamps is of 
fairly recent origin, many fields have 
been explored with successful re 


sults. As a lead in selling this new 


method of drying, here are some 


* Engineering Dept., 
Company, Nela Park. 
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Drying Lamps Are 


By Dean M. Warren* 


Portable units simplify operation in garages for touchup work, where 
the part is heavy or only a section has to be dried. (G-E photo.) 


applications where the lamps have 

been used with gratifying results: 

1. Baking synthetic enamel on_ sheet 
steel 

2. Drying moisture on sheet steel parts 
after bonderizing 

3. Drying touch-up work on automobiles 
refrigerators, etc. 
Drying lacquer on printed silk 

5. Baking prime coat on sheet steel 

6. Drying glue on radio loud speakers 

7. Heating sheet plastic before working 

8. Expanding metal parts 

9. Evaporating water from blueprints, 
photographic prints, fruit, clay and 
gummed surfaces 

10. Drying lacquered and 
printed paper 

11. Drying samples of wall paper to check 
color before production 

12. Drying ink lines on ruled paper 

13. Heating molds for forming latex 
articles 

14. Heating asbestos to increase pliability 

15. Drying doors in large office buildings 
The doors are refinished between the 
time the occupant leaves at night and 
before he returns in the morning 


RESULTS. The Ford Motor Company, 


first large-scale user of infra-red 


varnished 


drying, dries the prime coat on their 
cars in 7 minutes as compared with 


45 minutes in an oven at 250 de 
grees Fahrenheit; the second coat 
requires 14 minutes in a lamp tunnel 
as against 75 minutes in a steam 
oven. 

\ synthetic enamel is now being 
baked on file cabinets by the Steel 
Storage File Company, Cleveland, 
in just 15 minutes. Formerly an air 
dry finish was employed and _ the 
time required to dry was 2 to 4 
hours. 

The Forest City Foundries Com 
pany, Cleveland, formerly required 
as much as 30 minutes to bake paint 
on metal, whereas with drying 
lamps they are doing the job in 8} 
minutes. 

The National Cash Register Com- 
pany, Dayton, Ohio, now bakes a 
high-bake synthetic enamel in 64 
minutes. Their old time using a 
convection-type oven with the same 
paint was 90 minutes. 

The D. L. Auld Company, Co- 
lumbus, Ohio, bakes synthetic ena- 
mel in 6 minutes with drying lamps 
as against a former time of 24 


WHOLESALER’S SALESMAN — September 1940 









| Hot Lndustrially 


Production advantages in paint drying by infra-red lamps 


make a strong sales story to use with industrial buyers 


minutes using an electric oven. 

Coyne and Evans Motor Com 
pany, Pittsburgh, bakes the touch- 
up work on automobile bodies in 
20 minutes. The former air drying 
time was 145 hours. 


THE SOURCES. Industrial experience 
has shown a breadth of application 
heyond the limits of any one size 
of drying lamp. For this reason, 
several sizes and types of lamps 
capable of solving practically any 
field problem within the scope of 
present techniques have been de- 
veloped. 

The 250-watt PS-30 is designed 
for practically any commercial dry- 
ing lamp reflector. Operating equ- 
ally well in any position, the lamp 
is ideal for average installations of 
tunnel or gang set-up methods. This 
lamp in 12-inch gold-plated reflec- 
tors with the edges touching will 
supply 1.2 watts per square inch 
of radiant energy on the work. This 
can be increased to 1.8 watts per 
square inch using the 9-inch reflec- 
tor, and 2 watts per square inch 
with the 8-inch reflector. 

If there are space limitations on 
the number of drying lamps that 
can be used, the 500- or 1000-watt 
G-40 Bipost base lamps are the 
logical answer. These sources have 
the same mechanical dimensions and 
are therefore interchangeable. The 
500-watt lamp in a 12-inch gold- 
plated reflector, edges touching, 12 
inches from the work will provide 
up to 3 watts per square inch of 
radiant energy and the 1000-watt 
in the same equipment and mounted 
the same distance from the work up 
to 5 watts per square inch. 

The 250-watt R-40 lamp, modeled 
after the reflector lamps, can be 
used for many specialty jobs. This 


source employs the same rugged 
filament as the PS-30 lamp and 
operates at the same color tem- 
perature. It is a fixed focus device 
permitting high concentration of 
radiant energy of from 2 to 6 watts 
per square inch, depending upon 
spacing and mounting height. 


SALES SUGGESTIONS. 


newness of this method of radiant 


Because of the 


heating, there are no tables available 
to tell just how many lamps are 
required for a given job. Therefore 
the logical procedure for the whole- 
saler’s salesman to follow in selling 
this method of drying, is to recom- 
mend a trial installation in the plant 
where conditions can be controlled 
and results tested. 

There are two ways in which 
the lamps are being used for large- 
scale drying jobs. One design takes 
the form of a tunnel while the other 
employs the lamps in flat banks, 
either vertical or horizontal. The 
tunnel design is being employed for 
drying automobile 
bodies, wheels, drying touch-up en 
amel on refrigerators, etc. The bank 
method is being used for flat work 


finishes on 






































such as paper, wood, steel panels, 
etc. In some instances it is feasible 
to place a bank of units on both 
sides of the work, thus cutting time 
and space requirements. 

In an experimental installation it 
is desirable to duplicate closely the 
concentration of energy which will 
be used in the final installation. To 
insure satisfactory results, it is also 
necessary that the bank of lamps be 
sufficient to completely cover the 
sample. When the work is flat and 
small, or when a small section of a 
flat article can be taken, the mini- 
mum experimental bank should con 
sist of seven units made up in the 
form of a hexagon with a centrally 
located unit surrounded by the other 
six. With such a bank, the samples 
should be about the same size as 
the central unit. The ideal trial in- 
stallation, of course, would consist 
of a section of the proposed tunnel 
or bank with the section long enoug! 


to surround one of the objects 


be finished. 


One and one-half minutes’ drying time for stencil ink 
on tire patches. (Photo by Fostoria Pressed Steel Co.) 
























Controls for every application of 


FLUORESCENT LIGHTING 






2-Lamp ‘long’ types enter standard 
wiring channel . . . include starting compensator... are 
high Power Factor .. . minimize stroboscopic effect. 


Salesmen: Let's never forget that comprises quality Transformers for 
High Pressure Mercury Lamps are every need... Bell Ringing, Sig- 
also good tools for certain appli- naling, Power Step-down, Control, 
cations in this new trend toward OijilandGasBurnerlgnition, Neon, 
high lighting efficiency with Luminous Tubes, Toys and Trans- 
luminous tubes. The DonganLine formers for special applications. 


WHOLESALERS AND SALESMEN! 
Write for this booklet on Power 
Factor—Supply it to your 

Customers. 
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By J. H. Aveling 


HERE are endless possibilities 
NEW for creating new business in the 
new lamps which kill air-carried 


bacteria. With the public becoming 
more and more germ-conscious, sale 
of bactericidal lamps presents a 
broad, comparatively untouched, po 
tentially rich market which can be 
capitalized by the alert wholesaler’s 
salesman in Small Town as well as 
Big. 

The lamps are similar to fluores 
cents, minus their glowing appeal. 
Current flows from electrode to 
electrode through a tube filled with 
mercury vapor, giving off a pale 
light and producing ultra violet 
energy. Special glass allows passage 
of ultra violet waves that are evel 
shorter than those generated by su 
lamps, and decidedly deadly to bac 
teria. 

For the wholesaler’s salesman 
and his contractor-dealer customer, 
good prospects for bactericidal 
lamps fall into two classes: 

1. Those who can see a possibl 
cash saving through elimination o 
air-carried bacteria. 

2. Those who wish to reduc 
danger from infection by use of th 
lamps. 

Food markets, bakeries, restau 
rants where walk-in coolers or rt 
frigerated display cases are used be 
long to the group who will buy t 
Save money. 

In a test under operating cond! 
tions in a group of super market 
near New York, one of then 
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y In New Bactericidals 
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Casey's Market in Scarsdale, cites 
the following advantages gained 
from the installation: reduction of 
waste in trimming meats particu- 
larly where they have been aged, 
improved flavor, saving on cost in 
the cooler by use of higher tempera- 
tures (52 degrees average instead 
of 42), value in advertising and 
publicity. Savings over a period of 








1BOVE: Battery of 40 Sterilamps 
reates death trap for bacteria in intake 
uct of large air conditioning installation. 
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one year would pay for the installa- 
tion, they estimate. 

With 205,000 retail stores in the 
United States selling meats and sea- 
foods, according to the 1935 Census 
of Business, there’s a nice slice of 
just that type of business in every 
territory. 

The second group — those who 
wish to reduce danger from infec- 
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BELOW: Typical large market walk-in 
cooler equipped with Sterilamps. (West- 


inghouse photos) 
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tion—also represents a big potential 
market. From the single 36 in. 
tube hung over the door of an office 
or doctor’s waiting room to a group 
of tubes over an operating table, or 
a whole battery installed in the 
filtering duct of an air conditioning 
system serving a large building, the 
number of possible applications of 
these new lamps is unlimited. 
They offer a corresponding 
wealth of sales possibilities which, 
however, can be turned into actual 
sales and profits only if promotional 
and sales activities are carefully 
planned to meet the particular re- 
quirements of each market. 
Wholesalers and their salesmen 
should waste no time in ordering a 
stock. Then each salesman should 
carry a sample and show it to con- 
tractors as well as potential indus- 
trial or commercial users. Manu- 
facturers are ready to support such 
sales effort with circulars, other 
printed matter, data on installations, 
results obtained, photographs of 
bactericidals in actual use. 


Bactericidal lamp radiations keep sea 
foods saleable for longer periods in a 
refrigerated display case. (Westinghouse 
photo) 
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NDUSTRIAL lighting, sold prop- 

erly, develops sales volume 

quickly, and the business on this 
basis is a highly profitable activity 
for any wholesale organization. The 
unit sale is relatively high and the 
profit margin is good. Moreover, 
industrial lighting is a good “re- 
peater”, and equally important to 
its own sale is the other business 
which the sale of industrial lighting 
equipment stimulates. 

Localized lighting in particular 
is to be considered as a “leader”. 
It opens many industrial doors and 
provides chances to present your 
entire sales and service picture. 
Offering a good line of localized 
lighting equipment today means ad- 
vertising the fact that you and your 
house are up-to-date on the prob- 
lems of industrial customers and 
the solutions therefore. 

In the beginning, all artificial 
lighting was LOCALIZED in _ char- 
acter. It was employed to enable 
workers to see things in specific 
work areas. Then came the illumi- 
nation engineer, and with him a 






Light on 


realization of the real value of arti- 
ficial lighting in industry. 

He first dealt in terms of GEN- 
ERAL lighting to raise the horizontal 
illumination standards in industry 
—to make factories safer and more 
comfortable places in which to 
work. Subsequently, he began work 
on the task of giving individual 
workers the quality and quantity of 
lighting needed by them to do their 
jobs well. 

Today, good industrial lighting is 
a combination of good GENERAL 
and good LOCALIZED lighting—the 
former for the “background” and 
the latter for the “close-up”. How- 
ever, actual surveys show rather 
conclusively that many industrial 
plants do not yet employ the proper 
combination of both types of light- 
ing. Therefore, the opportunities 
for selling good industrial lighting 
today still are virtually limitless. 

As service and production indus- 
trials continue their searches for 
ways and means of bettering their 
products, lowering their costs, and 
improving working conditions, the 
potential for the application of light- 
ing—particularly localized lighting 

-increases steadily. You can be 


Row on row of localized lighting units insure accuracy, reduce spoilage in 
Atlas Steel Ball Co.’s plant. (Fostoria photo) 





Localized Lighting 











By C. W. McDaniel* 


sure you will never run out of 
prospects so long as industry con- 
tinues to develop new processes, 
new machinery, new understanding 
of the functions and welfare of 
workers. 

Every plant you call on today is 
a prospect for lighting. There exists 
a need for good lighting in the of- 
fice, laboratory, drafting room, en- 
gineering department, production 
department, inspection lines, tool 
room—anywhere workers are called 
upon to use their eyes to do their 
work. Actually the market is so 
big as to defy accurate estimate. 

By no means is this market con- 
fined to the large plant or large 
service operation. Many times, a 
relatively small industrial will war- 
rant more intensive cultivation than 
a large one. In fact, it is conceiv- 
able that a job machine shop may 
possess greater business potential 
than a steel mill. The more you 
LooK for places. to sell industria! 
localized lightingthe more oppor 
tunities you will SEE. 
*Vice President, Fostoria Pressed Ste 
Corp 
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Lighting a Library 


Growing public demand for good _ illumination 


creates new lighting business in old public buildings 


By Henry W. Young 


Goop example of coordinated 

effort on the part of utility, 

wholesaler and contractor is 
the new lighting in the Portland 
(Ore.) Public Library. Not only 
has the illumination been more than 
doubled by the new system, but the 
architectural beauty of the lofty 
rooms has been brought out much 
more effectively by use of modern, 
indirect units. 

According to Miss Nell A. Un- 
ger, librarian, they were more or 
less forced to make some kind of 
change because of public complaint. 
Having listened to these com- 
plaints, and measured the old light- 
ing by means of a light meter, it 
was decided that something would 
have to be done. But in this case, 
as with most public libraries, if not 
chronically short of money, they 
had at least to show good reason 
for spending it. 

The situation was brought to the 
attention of the board, which then 
authorized an investigation and es- 
timates. This was done by a light- 
ing specialist from the utility, who 
drew up a plan and submitted it 
with a tentative estimate. Bids were 
then asked from the contractors and 
wholesalers. 

After the necessary time had 
elapsed, the contractor was selected 
and he, working with wholesalers’ 
salesmen, decided upon the particu- 
lar type of fixtures, and the order 
was placed. In the case of the ref- 
erence room, Westinghouse Elec- 
tric Supply Co. furnished their TI- 
1000 Luminaires, which were se- 
lected as providing efficient, glare- 
free, well distributed illumination 
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suitable for a lofty reading room of 
this character. 

In the case of the technical room, 
the contractor and wholesaler met 
the conditions with a different idea. 
There, the same outlets were to be 
used that had accommodated the few 
scattered, old-type hanging lan- 
terns. To get the necessary con- 
centration of light at these scattered 
points, four standard reflectors were 
used at each point, mounted on a 
bar-type support—unobtrusive but 
effective. Here the lighting was 
greatly improved at small cost. 

The job, from a wiring stand- 
point, was not extensive. Some 
thin wall conduit and new wiring 
was necessary in the reference 
room, but none in the technical 
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room. The most expensive part of 
the wiring work was the need for 
heavier cable from the street. 

“The carrying costs are now 
greater than before”, says Miss 
Unger. “But we can’t help that. 
This new illumination is simply in 
the direction in which public-think- 
ing moves today. People are de- 
manding more light and getting it. 
A library, in that respect, does not 
differ essentially from a store or 
other place of business. We have 
something to offer the public here 
in the way of entertainment and 
self-improvement. If they cannot 
see well, they lose interest. And if 
people lose interest we lose traffic, 
so to speak, and then the library 
doesn’t amount to much.” 


Reference room, with light boosted from a low of 6 footcandles 
(Left) between units to 18 footcandles over all. (Right) 





elopments in FLUORESCENT and Incandescent Lamps and auxiliary lighting 
equipment _. . in the OCTOBER issue of WHOLESALERS SALESMAN and 


other Trade Publications... WATCH FOR IT 


| FARIES MANUFACTURING CO. 
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| C-O-M-I-N-G ... Youll sce the announcement of REVOLUTIONARY new | 
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S. Robert Schwartz, Div., 1006 E. Grand Ave., Decatur, Ill 
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They're Keeping Up 


With Fluorescents 


Lighting men, realizing that rapid 
developments in the fluorescent field 
call for up-to-date information on their 
part, are attending conferences, meet- 
ings, and round table discussions 
which serve as clearing houses for 
information 


NEW ORLEANS \ fluorescent 
lighting conference conducted by New 
Orleans Public Service Inc. was at- 
tended by 160 local architects, consult- 
ing engineers, electrical wholesalers 
id their salesmen, electrical contrac- 
tors and plaint maintenance engineers. 
Subject matter discussed included 
fluorescent lamps and_ auxiliaries, 
fluorescent lighting desig1 and cost 
comparison studies, and _ fluorescent 
lighting fixtures and applications. 


PHILADELPHIA—At a Fluorescent 
Lighting Conference conducted by the 
Electrical Association recently, a 
regis stered attendance of almost 700 
were on hand at the opening meeting. 
Pury ose of the gathering was to 
answer the need for an analytical im- 
partial forum to discuss and clarify 
the subject of fluorescent lighting. H. 
Freeman Barnes, Sales Promotion 
M: inager of G-E, spoke on the prog- 
ress of lighting; Walter Williamson, 
Vice President of Westinghouse Elec 
tric Supply, spoke on “Fluorescent 
¥ tes et’s Sell it Right.” George 
E. Whitwell, vice-president in charge 
of sales of the Philadelphia Electric 
Co. presented the utility’s attitude 
toward fluorescents. 


SALT LAKE CITY—Light sources, 
characteristics, economics and appli- 
cations, fixture design and installation 
were among subjects discussed at the 
fluorescent lighting institute held by 
the Electrical League of Utah. Open 
to everyone specifying, selling or in- 
stalling lighting equipment, the Insti- 
tute was conducted under ‘direction 
of a committee composed of lighting 
specialists. 


LOS ANGELES—Two hundred and 
forty architects, contractors, whole- 
salers and utility men, fixture manu- 
facturers, and building owners and 
managers attended sessions in which 
new equipment was demonstrated and 
new practices outlined at an all-day 
meeting on fluorescents sponsored by 
General Electric Lamp Department 
and held in the Edison Building audi- 
torium. In afternoon session, 210 
contractors and lighting sales people 
concentrated on marketing and sales 
techniques. Emphasis was_ placed 
upon the necessity for selling lighting 
intensities rather than wattage. 


A\LLENHURSI Sponsored by the 


Jersey Central Power and Light Co., 








“Seeing is not believing. In no 
products which you sell can ap- 
pearance be so deceiving — so 
poor a measure of quality and 
performance as in friction and 
rubber splicing tapes — Don’t 
gamble—sell ACCURATE tapes 

made by men who are spe- 


cialists in tape manufacture.” 


THE ACCURATE LINE 


ALBATROSS Friction Tape 

ACCURATE Blue Tape 

ACCURATE Specification Friction 
Tapes 

ACCURATE Super - Service Friction 
Tape 

ACCURATE Rubber Tape 

ACCURATE Specification Rubber 
Tapes 

ACCURATE Super- Service Rubber 
Tape 

ACCURATE Speed Splice 


WAREHOUSE STOCKS: 


New York Boston Philadelphia 
Atlanta De: roit Chicago 

Los Angeles San Francisco Buffalo 
Pittsburgh Cleveland Baltimore 


EXCLUSIVELY TAPE MANUFACTURERS 
FOR OVER A QUARTER OF A CENTURY 


“ACCURATE MFG. CO. 


GARFIELD, N. J. 
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a two-day lighting school specialized | 
in the fluorescent lamp and fluorescent | 
lighting. Lamp departments of G E 
and Westinghouse cooperated in the 
meetings. Statement of Jersey Central 
policy was made by President T. R. 
Crumley, analysis of the lighting mar- 

: ; : t 
ket was made and _ illustrations of | 
proper fluorescent lighting applications | 








were given. According to H. G.| 
Clume, manager of lighting sales de- | 
partment, during the first six months 
of 1940 fluorescent lighting has ac- 
counted for an estimated 50 per cent 
of all lighting contracts. 


CLEVEL \N D—Major purpose of 
the 1940 Westinghouse lighting school 
for wholesalers attended by some 200 
delegates was to familiarize represen- 
tatives with fluorescent lamps and 
luminaires. Lighting design and in- 
stallation, airport lighting and _ pro- 
tective floodlighting for industrial 
plants were also stressed. W. F. 
White, manager of Westinghouse 
lighting division, said last May was 
the biggest month in total lighting 
equipment sales volume since 1928. 


Talking And 
Showing Infra-Red 


Demonstrations of time-saving 


~ 


sibilities of infra-red lamps in drying 


pos- 


paint are attracting attention among 
manufacturers and others in the field. 

In the New York area recently a 
demonstration of infra-red equipment, 
held with the cooperation of the Staten 
Island Edison Corp., attracted such 
attention among manufacturers that 
showings had to be extended a day. 

Not long ago, a similar demonstra- 
tion was conducted under the auspices 
of the Chicago Lighting Institute, at 
which working details of fifty success- 
ful and widely differing installations 
in Chicago were given. 





TO BOOST appliance sales for its 
wholesalers and dealers, Westing- 


house has introduced the “Five-Foot 
Shop.” J. A. Sullivan, manager of 
Appliance Sales, gives it the final 
okay. 


With a background of over 
twenty years in the manu- 
facturing field, and the ex- 
perience that those years 
bring, SPERO presents its 


line of fluorescent units. 
& 


We illustrate here a few 
numbers in our commercial 
line, suitable for store, fac- 
Further 
details on these and other 


tory and office. 


fixtures that we make can 
be seen in our catalog, 
which will be sent upon 
request. 
B 

Architects and contractors 
are invited to send their 
sketches to our engineering 
department for consultation 


on fluorescent problems. 
« 


Distributed thru electrical 
wholesalers only. 


Midwest Ottice 
7-205 MDSE. MART 
CHICAGO, ILL. 


Fred E. Chambers 
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SPERO ELECTRIC CORPORAT 


18222 LANWKEN 





LF-248 





CFN-448 





RU-248 








CLEVELAND ouHtO U $ 2 
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1. METROPOLITAN QUALITY is of 
the highest. All fixtures are built to 
higher standards than are required. 
The entire line is approved by the 
Underwriters’ Laboratories. 

2. METROPOLITAN FEATURES are 
built into each fixture. Typical of our 
unique features is our snap-on cover 
strip with friction catches for easy 
assembly. Slip in end-to-end assembly 
permits continuous runs with lamp 
holders touching back to back. 

3. METROPOLITAN’S COMPLETE 
LINE embodies a type of fixture for 
every lighting need. 

4. METROPOLITAN’S EYE APPEAL 
and distinctive designs makes the en- 
tire line readily saleable as has been 
proven by many distributors. 

5. METROPOLITAN ’S GUAR- 
ANTEED FINISH fs definitely an out- 
standing feature. We invite com- 
parison. 





Five Good Reasons Why You Should Sell— 


METROPOLITAN 
FLUORESCENT FIXTURES 





Write for catalogue 


METROPOLITAN ELECTRICAL DISTRIBUTORS, INC. 


568 Broadway, New York, N. Y. 














LOUDER 
SIGNALS 





with the new 


FEDERAL ELECTRIC CO. 
AIR WHISTLES 


Wherever a more powerful signal is re- 
quired and a supply of compressed air 
is available, Federal Air Horns are the 
solution to your problem, Ideal for 
either short, sharp, code signals or pro- 
longed alarms, there are fifteen models 
from which you make your selection. A 
full complement of valves for manual or 
electric operation is also available. 
INCREASE EFFICIENCY AND IMPROVE 
SAFETY IN YOUR BUSINESS THROUGH 
THE USE OF FEDERAL SIGNALS. WRITE 


FOR BULLETIN I19 PROVIDING FULL 
DETAILS. 


FEDERAL ELECTRIC CO., Inc. 


8758 So. State St., Chicago, Ill. 


' SAVE YOURSELF TROUBLE | 


In replacing broken sockets in Fluorescent Fix 
tures use the ALDEN RoToLoK Socket Users 
can't go wrong in using them Impossible to get 
prongs behind contacts or set up wedging strains 
that generally break other makes of sockets. 


When ordering new fixtures specify 
ALDEN 


RoToLok 


FLUORESCENT SOCKETS 
Patents Pending 
Molded end of socket guides 
lamp prongs into the one simple 
opening—then the natural ob 
vious twist locks the lamp in 







place. A reverse twist and the 
ejector latch gently raises 
lamp out of socket and 


locks rotor ready for next 
insertion-—-a feature espe 
cially desirable in showcase 
and out-of-sight fixtures 
Send for complete story 


ALDEN PRODUCTS CO. 











3 720 Center Street, BROCKTON, MASS. ” 











a 1034 Tyler Street 











600 Million Lamp Bulbs 


BLOOMFIELD—With summer sales 
of lamp manufacturers well up, and 
excellent fall sales anticipated, comes 
word of estimates made when more 
than 150 executives met at the Second 
Annual Westinghouse Chain Store 
and Department Store Lighting Con- 
ference. 

They expect that lamp dealers will 
sell approximately 600 million lamp 
bulbs this year, 60 million more than 
last year. This figure presents sharp 
contrast to those of ten years ago 
when 40,000 dealers sold about 340 
million lamps. In ten years the num- 
ber has grown to 150,000 outlets with 
lamp demand up to 535 million bulbs 
in 1939. 


New Book Sells 
In Whole or Parts 


Unique feature of the new edition 
of “Artificial Light and Its Applica- 
tion” published by Westinghouse 
Lamp Division is fhat it may be bought 
as a whole, or broken down into indi- 
vidual chapters. 

The book surveys latest lighting 
practice, with data on developments in 
fluorescents, electrical discharge, and 
incandescent lamps. 


Fluorescent Policy 


To avoid confusion regarding the 
company’s position in connection with 
gaseous light sources, Pacific Gas and 
Electric has recently clarified its pol- 
icy in a series of statements. It stands 
for encouraging such developments as 
are in the public interest and where 
the new lights are qualified to do a 
particular job. Improperly designed 
and installed fixtures are discouraged. 





/ 
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NEW PROFITS FOR YOU! 
With NALCO DRITHERM 
CARBON LAMPS for 


INFRA-RED RAY DRYING 


Get ready to meet industry’s demands 
Lamps. Ideal for drying synthetics, 


your full share of this new prof- 
itable business. Write today. 


NORTH AMERICAN 
ELECTRIC LAMP CO. 


St. Louis, Mo. 





for radiant energy heating and drying | 
by featuring Nalco Dritherm Carbon | 


ink, film, textiles, blue prints, paper | 
and paper products, latex, etc. Get | 








OUT-DOOR 
LIGHTING FIXTURES 
FOR 
ALL KINDS OF BUILDINGS 

ESTABLISHED 1908 
Cast Iron, Bronze and Aluminum 


Catalog No. 40 & New Supplement 
sent on request 


THE HERWIG COMPANY 


manufacturers 
1751 Sedgwick Street 
CHICAGO ILLINOIS 
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WITH BADGE saying “See Me 
About L. C.”, Salesman J. H. Wade 
of Raybro Electric’s Jacksonville 
house makes the rounds. The badge 
is connected to a battery so he can 
flash it to gain his prospect's atten- 
tion. The “L. C.” stands for Light 
Conditioning. 





Dated Lamps 


The idea of dating a product, as in 
the case of coffee, batteries, camera 
film has now entered the incandescent 
lamp field. Beamlite Electric Corp., 
manufacturers of standard type in- 
candescent and inside silvered reflec- 
tor lamps, is now supplying its whole- 
salers and retailers with a patented 
testing-dating device. Lamps will be 
guaranteed for a three month period 
after date of sale. 


Westinghouse Talks 
Residential Lighting 


On September 5, 6 and 7 Westing- 
house held a " Residential Lighting 
Conference in New York. First day’s 
session took place in auditorium of 
Electrical and Gas Association, New 
York. Next day the group met in the 
iuditorium of the Westinghouse plant 
it Bloomfield, N. 12 

Conference was opened by Vice 
President D. S. Youngholm with a 
talk, ‘“‘Residential Lighting Looks 
\head in °40.” Other speakers, rep- 
resenting utility and consumer groups 





is well as various Westinghouse de- | 


partments, discussed all phases of the 
residential lighting business. 


Has Proved Itself 


Reaffirming their belief in the edu- 
‘ational and humanitarian foundation 
the National Better Light—Better 
Sight movement and its contribution 
to human welfare, representatives of 
14 national organizations pledged their 
continued support of the program at 
a recent meeting in New York. 
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Bigger Value Means Bigger Profits 
EBY PHOTO-CELL UNITS 


4 





Operators, machinery, homes, stores, factories, 


PROTECT stock rooms, gas stations, garages, storage, tanks, 


etc. 


Burglar alarms, doors, switches, valves, pumps, 


OPERATE brakes, lights. instruments, furnaces, and countless 


other devices. 


COUNT AND ASSORT ‘isz*2 "= ** 2 = 


Production operations—DETECT Smoke and fires— 
CHECK TIME Sporting events—COUNT People—ANNOUNCE 


Customers. 


There are literally thousands of applica- 
tions in the home, office, store and factory 
where EBY Units can be used to prevent 
accidents and save lives, time and money. 






_ 
INSTALLATION V 
Simply plug into A.C. lighting Vv 
circuit and the unit starts to 
work. g 


Each EBY Unit is individually 
and attractively packaged. 


STURDY CONSTRUCTION » LOW MAINTENANCE 
NEGLIGIBLE OPERATING COST 


LET EBY EYE UNITS MAKE MONEY FOR YOU 


4 





TRIAL ORDERS 


Place a trial order with us now, arrange 
demonstrations and acquaint your dealers 
and the public with the utility and universal 
cedaptability of this attractive line. 


SUPPLIERS OF QUALITY 
ELECTRICAL DEVICES 
FOR OVER 20 YEARS 


HUGH H. EBY. Inc. 


4700 Stenton Avenue, Philadelphia, Pa. 



















LOBE, leaders in the 
design and manufac- 
ture of effective lighting 
equipment, presents a com- 
plete new line of Fluorescent 
Lighting styled and priced 
in tune with the times. 


GLOBE 


LIGHTING FIXTURE MFG. CO. 


Dept. “E” 
7th Avenue at 12th Street 
Brooklyn, New York 


Graybar Swaps Ideas 
With G-E Light Men 


NELA PARK 


ecutives of 


Thirty-two sales ex 
Electric 
pany held a four day camp-conference 
with and engineers of 
G. E. Lamp Department, Cleveland, 
late in July and early in August. 

Headed by Herbert Metz, Gray 
bar’s lamp and lighting manager, the 
wholesaler executives came from every 
part of the country 

While they covered practically every 
phase of lamps and lighting with the 
chief objective that of establishing 
best ways and means of capitalizing 


Graybar Com- 


sales experts 


sales opportunities opened up by new 
trends and developments introduced 
by lighting lamp develop- 
ment and the sales promotion depart- 
ment at Nela Park were 
punctuated by skits, evenings with 
entertainment, shore dinners and sun 
forms of fun. 
Graybar speakers included E. \ 
Hawkins, R. C. Kinney, Ken Hopkins, 
and Herb Metz. Among the G.E. rep 


resentatives who l 


addressed 
E. E. Potter, 
N. H. Boynton 
\\ M. Johnson; 
- Matthew Luckiesh; 
- Ward Harrison, direc 
ring department; H. F 
10n inager , 


Eee 


research, 


discussions 


dry 


the g 


eastern sales m 


western 


ral 


WweT . 


OWN, ali 
lag eC! 
“Ne 


w Horizor 

ing included discussion of advantages 
and opportunities afforded by 
Sealed Beam and Glaseal units 


automobiles, photolamps of all 


} 
all-glass 
ror 


kinds, 


GET TOGETHER 
Herbert Metz 


at the lightine conference of Graybar 


of K. B. 


Graybar 


Hopkins 
> N. H. Boynton (G-E); R. C. 


lamps for light conditioning, mercury 
and germicidal lamps, Mazda F 
(fluorescent ), projector and reflector 
lamps, and lamps of tomorrow. 


Fluorescents May Be 
Rental Inducement 


PHILADELPHIA—Five offices loca- 
ted in the Broad Street station build- 
ing have been equipped with fluores- 
cent lighting in an experiment to see 
whether it will act 
ing of offices. 
an unusual 


as a factor in rent- 

Two of them presented 
problem, they being in- 
side, windowless rooms but fluorescent 
lighting turned them into desirable 
quarters. Installations are varied and 
suited to the architecture of each 
room. If the experiment is successful 
more follow. 


installations will 


BELLBOY service for A. H. Nicoll 
Herb Metz and R. G. Burns 


at the Graybar meeting at Nela Park. 


from 


(Graybar); E. E. Potter 
Kinney 


Nela 


G -E > 
Graybar) 
Park. 


sales executives at 
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Perkoff Advanced 


Max H. 





Perkoff, former sales repre- 


sentative in the middle western terri- 


Frankelite Co. 
promoted 


tory for The 
land, has been 


of Cleve- 


Oo sales 


manager of the Lighting Division. Mr. 
Perkoff succeeds A. A. Grogan in this 


capacity. 


Thomas & Betts Adds 
New Employee Saleguard 


‘o its insurance 
has gai Re: workers with 
dent and health insurance 
Thomas & 


fits. Employees 


amounts, and the company 


contribute 
bears the 


program which 
life. acci- 
since 1925, 
Betts has added 
operation and hospital expense 


surgical 
bene- 
fixed 


balance of the entire net cost. 


Fast Moving Required 


By Fluorescents 
With 
fluorescent lighting, 
‘ult to keep 
oe 
To inf 
on peri and charact 
fluorescents, Westinghouse 
a Road Show in 40 
throughout the country 
and August. 
members of the 
organization including 
Electric Supply personnel, 
was given for 


developments sO 
it has 


utility men, 
contractors, and dealers. 


As evidence of the 


VEW 
H. Jewell, left, is now manager 
house. 


listributors. 
vork since 1922. 





ears, he came under the 








veptember 





“a 


abreast of change 


major 


swift 
which fluorescents have made 


Joining Westinghouse in 
. Charles H. 
nanager for Pittsburgh Reflector Co., 
t 1775 Broadway, New York. 


° 9 


pid in 


been diff- 


‘'s and 


salesmen and consumers 
eristics of 


presented 


cities 


during July 
Meetings were 
Westinghouse 
Westinghouse 
and a show 


held for 
Sales 


electrical 


pace at 


a place 


POSITIONS for these five manufacturers’ men. 
of Agency Sales for Westing- 
His department handles apparatus products sold through 
20, he has been in sales 
Goddard is now general sales with 
continues 
In the lighting field for many staff. . 
Pittsburgh Reflector 


for themselves this year, fluorescent 
installations will be included in the 
annual competition for the Augustus 
D. Curtis Award. This Award of Cur- 
tis Lighting, Inc., is designed to help 


create a high standard of illumina- 
tion. 
W.N. Aldrich, district engineer of 


the Lamp Division of Westinghouse, 
told the regional meeting of the I.E.S. 
at Chicago that fluorescent lighting is 
going along too fast for comfort. He 
attributes this to the fact that it was 
introduced simultaneously to the light- 
ing designer and the public. Thus it 
is difficult for development and re- 
search to anticipate consumer de- 
mands. 


Donald Duck, Promoter 


The inimitable Donald Duck con- 
tinues to promote electric water heat- 
ers in The Modern Kitchen Bureau’s 
fall campaign. His posturing and 
sprightly jingles will adorn 
advertising, 


magazine 
service for 
and a 
sales training and 


newspaper mat 
dealers, a direct mail campaign, 
jingle book for 


handout purposes 


Clark Expanding 


Improved business conditions have 
caused the Clark Controller Co. to 
open a district Springfield, 
Mass., under the supervision of Wil- 
liam Suk. Other new district office 
managers are E. R. Anderson in Bal- 
timore and R. H. Hoge in Gary, Ind. 

Manufacturers’ agents appointed 
represent the “Three C” line in their 
respective territories are E. R. Baruch 
at Dallas and Pat Flanagan at Tampa. 


office in 


James 1931. 


advanced to 


to headquarter 


banner in 
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Leonard A. 
general 
from the district managership at San Francisco. Mr. 
has been a lighting specialist since 1912. ....R. 
Cutler-Hammer 
Wisconsin, is now on the New 
George R. Koeln has joined the sales 


of Dongan Electric Mfg. Co., is covering the 





IN TRAINING for the sales 
of Bulldog Electric Products Co. are 


force 


Merle P. Spurrell, left, 
P. Beaubien. Spurrell studied elec- 
trical engineering at Wayne Uni- 
versity, while Beaubien has been in 
the utility and contracting fields. 
Upon completion of factory schooling, 


they'll be 


and Richard 


set to bring in the orders. 





Succeeds W. H. Holdorf 
At Graybar, St. Paul 


The a] ppointi nent of Lloyd E. Luck 


man as aetine manager of Graybar’s 
St. Pau office, succeeding W. H 
Holdort upon his retirement from thi 

fis Hie aa a 


company, 
month, 
Mr. Holdorf first associated him- 
self with Graybar in 1908. In Mari 
1921 he became manager of the St 
Paul office which position he held 
until his retirement. Luckman 
his connection with Graybar in 


becomes effective tnis 


began 

1914 
and has served continuously in various 
business capacities in the Minneapolis 


territory since that time. 





Hobbs, 


manager 


lighting man, has 
of Smoot-Holman Co., 
Hobbs 
Volbrecht, 
from University of 


another 
sales 


since graduating 


York Merchandising sales 
organization 


southeast. 
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NEW PRODUCT 





BED LAMP—"Luxray" bed lamp has shielded, diffused and 
directed light. Lamp shell is made of plastic, has diffusing 
window. Two colors—soft ivory and deeptone walnut. Burns 
60-watt bulb. Equipped with rubber-covered clamps, nine- 
foot cord and double plug. Bulb, socket and plate remov- 
able as unit. Mitchell Manufacturing Co., Chicago, Ill. 


LAMP HOLDER 








The Spot-O-Lite, portable holder for re- 
flector lamps, may be adjusted to any 
degree or angle by means of single 
thumb screw. May be set on floor, dis- 
play counter, or shelf, as well as mounted 
on wall, ceiling, or outlet box. Finished 
in brown and nickel. Equipped with cord 
and plug. Sterling Reflector Co., Chi- 


cago. 
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FLUORESCENT UNIT 





Asymmetric unwired fluorescent units are 
listed for 18 in., 24 in., 36 in. and 48 in. 
fluorescent lamps and include channel, 
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end caps, ballast clamps, asymmetric 
reflectors, cast ornamental end plates 
and snap-on covers. Daybrite Lighting, 
Inc., St. Louis, Mo. 
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FLOODLIGHT 
- 








ks 
A-8, eight in. diameter; A-10, ten in. 
diameter; light-weight, weatherproof and 
low priced universal floodlights are avail- 
able with either plain or spread beam 
light distribution and with plain or col- 
ored lenses. Employs one-piece reflector 
with etched aluminum reflecting surfaces. 
Westinghouse Electric and Manufactur- 
ing Co., Lighting Division, Edgewater 
Park, Cleveland, Ohio. 
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FLOODLIGHT 








Type L-68 aluminum floodlight designed 
for sports and other applications fea- 
tures vertical adjustment of 240 degrees, 
slide-type door and resetting ring. Sup- 
plied with reflectors suitable for narrow 
beam or wide beam. Uses incandescent 
lamps of 750, 1000 or 1500 watts. Gen- 
eral Electric Company, Schenectady, 
N. Y. 
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PHOTO-ELECTRIC ALARMS 





One of a line of eight photo-electric 
units and alarms which range from a 
beginner's unit to a burglar alarm with 
intermediate units, self contained or in- 
dependent light sources for office, in- 
dustrial and commercial application the 
model illustrated is a two unit outfit 
with separate light source. Hugh H. 
Eby, Inc., 4700 Stenton Ave., Phila- 
delphia, Pa. 


WHOLESALER’S SALESMAN — September 1940 




















vou can SELL 











FLUORESCENT LUMINAIRE 





Store and office luminaire for use with 
fluorescent lamps provides direct-indirect 
lighting. Delivers 85% downlight, 15% 
uplight. Alzak processed reflectors; rein- 
forcing cast aluminum ends. Available 
for 4-40 watt or 4-20 watt lamps. Wired 
complete with 95-100% power factor ac- 
cessories and with separate starter 
switches. Called ''Tru-Co-Lite'. Made by 
The Edwin F. Guth Co., 2615 Washing- 
ton Blvd., St. Louis. 
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FLOODLIGHT 








The Lume aluminum floodlight is avail- 
able for long, medium and close range 
illumination. May be used individually 
or in combination to obtain highly uni- 


form intensities over large areas. Avail- 
able in open style and with heat resist- 
ing glass lens, for pole or crossarm 
mounting. Goodrich Electric Co., Chi- 
cago, Ill. 
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FLOODLIGHT 





. 
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J 





“Alzo-Lite" medium-spread  floodlight 
with new water-proof hinged glass cover 
is suitable for outdoor sports lighting, 
industrial yards, service stations, parking 
lots. Vertical stop in the cross arm 
mounting bracket facilitates 
Benjamin Electric Mfg. Co., 
Hl. 


servicing. 
Des Plaines, 


veecation » WHOLESALER’S SALESMAN 
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FLUORESCENT LAMP—This 6-watt 9 inch lamp fills need for 
small, low-wattage fluorescent lamp, is available in daylight 


or white. 
ness machines, showcases, cabins, 
lamps. Westinghouse Elec. & Mfg. Co., 
General Electric Co., Cleveland, Ohio. 


PORTABLE ELECTRIC SAW 





Model 67 is a compact 6 in. saw for 
heavy duty service. Suitable for use by 
the carpenter-builder on small homes, 
etc. May be used with abrasive discs 
for scoring tile, concrete, etc. Cuts to 
depth of 1% in. Blade has free speed 
of 3,400 R.P.M. and is protected by au- 
tomatic telescopic guard. Skilsaw, Inc., 


5033 Elston Ave., Chicago, Ill. 
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DUPLEX REFLECTOR 





Play-Lite, 
ing Badminton courts, has cast aluminum 
head, two reflectors and wired sockets, is 
easy to install. Can be used for other 
sports and commercial lighting. Manu- 
factured by S & M Lamp Co., 
geles. 


especially designed for light- 


Los An- 


mirrors, 


Priced at $1.15, it may be used to illuminate busi- 
as well as bed 
Bloomfield, N. 


ve 














The tempo of buying steps up. 


Less time for gathering prices—writing for catalogs— 
going through all the steps that used to precede order 
placing. 


Get the wheels moving—turn out more products, for 
armament, for security, to meet the demands of more 


active markets. 


Never before has your Electrical Buyers Reference 
been so valuable! . . . Because it's packed full of 
information that you can use and need, almost daily 

. manufacturers’ names, addresses, trade names, 
products, etc.—all classified in a simple get-at-able 


fashion. 


You'll save a lot of time, money and shoe leather by 


looking in the Electrical Buyers Reference first! 


1941 EDITION 


NOW IN PREPARATION 


A staff of editors is now hard at work on 
the 1941 edition of the Electrical Buyers 
Reference. Thousands of changes in names, 
addresses and product data are being made. 
Many improvements are planned to make 
this new edition more valuable than ever 
before. An announcement of the date of issue 
will appear shortly. 













7 


myng Tempe 


Keep this valuable guide 
near at hand... . to save 
your time and money 


we pies sos sailhe ' ie 


Over 300 pages of helpful datc 


1. CLASSIFIED DIRECTORY OF 3. MANUFACTURERS' CATALOC 
MANUFACTURERS: SECTION: 


With Company Names, Addresses and Trade Contains manufacturers’ catalogs of electricé 











Names, arranged by product. Extensive cross- and allied products. Manufacturers usual! 
references permit quick finding of the elec- include in these catalogs a complete listin 
trical and allied products made by over 3500 of branch sales offices, warehouses, etc., an 
manufacturers. Bold-face listings throughout specifications on their products—everythin 


indicate the pages upon which the product needed for planning, specifying and buyinc 
data of manufacturers is given, 















4. INDEX TO PRODUCT CLASSIFI 


2. ALPHABETICAL INDEX OF TRADE 


CATIONS: 
AND COMPANY NAMES: 

A complete alphabetical list of all classifice 
Complete with addresses. A buyer, starting tions covered in the Classified Directory Sec 
out with only a trade name or a company tion, cross-indexed from every common! 
name, can thus quickly locate the buying used name, including complete adjectiv 


data he needs. references. 








FLOOR BOXES 
and 
WIRING 
| SPECIALTIES 


285 Double Duplex 
e Nozzle 


No. 
Receptac! 





+rac- 

The most at 
- tive, compact, 
y easy - +o ” install 
| ; fitting Of the 
, market. Shown 'n 
the accompany” 
ing illustratiee 

with No. 

ee Cover Plate. 





No. 252-R Two Gang Box 


a ga 9 adjus able oc box ith 


e one section. 
8 receptacie |" 
No. 20 late 


with 2° _ 
rac “hog ond the other cover wi 
2" flush brass plus- 








No. 110 "Latrobe 
Watertight Box 
i how- 
t-away view snow 
0s “oi tapered unit 
receptacle fits 


tapered opening 
in. top of box 


pearance, 
simplicity ° 
stallation. 


© The Latrobe Line is complete 
for all residential, commercial, 
and industrial requirements. In 
addition, the entire line is de- 
signed with the idea of reducing 
installation time . . . an impor- 
tant point to consider when se- 
lecting floor boxes and wiring 
specialties 


Waite Jor detaila TODAY' 
FULLMAN MFG. CO. 


LATROBE . PENNA. 
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FLUORESCENT LAMP HOLDER 








No. 4303 fluorescent lampholder uses 
"J" slot principle to insure proper nest- 
ing and secure gripping of lamp pins, 
permits use in narrow reflectors, is de- 
signed for use with T8—I in. diameter 
lamps. The Bryant Electric Company, 
Bridgeport, Conn. 
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BELL 





A universal vibrating bell is made in 
three sizes for use in burglar alarms, 
call signals and elevators. Non-adjust- 
able, with double coil construction. Op- 
erates on either 14 to ? volt battery 
or with bell ringing transformer. Signal 
Electric Co., Menominee, Mich. 
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CONTROL SWITCH 








All-round control switch in which circuit 
is made and broken inside ferro-tube 
mercury contacts can be operated by 


hand, by foot treadle, float or pressure 
in connection with signals, relays, etc. 
Furnished with one mercury contact for 
single pole or pair of contacts for double 
pole make and break or for controlling 
two separate circuits. Jefferson Electric 


Co., Bellwood, Ill. 





When writing 
mention 
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LUMINAIRE 





$-5640 is a lighting unit of the suspension 
type, consisting of a crystal glass fluted 
prismatic bowl with suspension type 
fitter for use with the 500 watt silver 
bow! lamp. Prismatic action in the outer 
skirt of the luminaire is designed to 
bend the light out at wide angles over 
the ceiling. Holophane Co., Inc., 342 
Madison Ave., New York. 
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RAINTIGHT ENCLOSURE 





























A raintight enclosure for the 25-amp. 
frame type MO Multi-breakeR has gal- 
vannealed steel hood. Cover is remov- 
able for easy wiring, provision is made 
for padlocking cover. No. RI4 is rain- 
tight enclosure without hub, No. RDI4 
is enclosure with | in. hub in top end- 
wall. Porcelain bushing is furnished with 
the latter for placing in the knockout 
removed from the type MO box. Square 
D Co., Detroit, Mich. 
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FLUORESCENT UNITS 





Symmetric wired units for 18 in., 24 in., 
36 in. and 48 in. fluorescent lamps are 
furnished wired with lamp starters, bal- 
lasts and 3 foot wire lead. Complete 
with end caps, channel covers, cast 
ornamental end plates and either spec- 
ular Alzak or porcelain enamel sym- 
metric reflectors. Daybrite Lighting, Inc., 
St. Louis, Mo. 
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ELECTRIC IRONER 








Portable rotary ironer, model AR-17, has 
open end. Roll is 6 in. in diameter and 
22 in. long. Permanently lubricated mo- 
tor, thermostatic heat control switch. 
Weighs 33 pounds. Instantaneous con- 
trol provided by single lever for all oper- 
ations. Equipped with 8-foot cord and 
rubber plug. General Electric Co., 
Bridgeport, Conn. 








When writing 
mention 
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LOOSE PULLEY OIJLER 





ag 





Visible, unbreakable loose pulley oiler 
for slow and high speed applications, 
without flooding employs three principles 
of operation—thermal, capillary and 
gravity action. Available in one- and two- 
ounce capacities with '/g-in. or '/4-in. 
pipe thread fittings. Trico Fuse Mfg. 
Co., Milwaukee, Wis. 


| 
| 
| 
| 
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* DIFFERENT FROM ANYTHING 
ON THE MARKET 


* Strict Sales Policy Protects Your Interests 
* Styled with beauty to win your enthusiasm 
* Just crammed with "a lot of chime” for the money 


* Backed by complete national advertising and merchan- 


dising programs 


Order Now to Insure Delivery For The Big Fall and 
Christmas Demand! 




















BEVERLY—A 4-note chime 
at $9.95! A value never 
before offered for less than 


<u. 


AMBASSADOR—8 notes 
front door . . . 2 notes 
rear, plus single note 
maid’s call. Rich plastic 
housing. Nicht light 
with cord pull switch. 
The finest in chimes at 
$29.50. 


CAMBRIDGE—4 notes 
front door—i note rear. 
Beautiful plastic housing 
brushed brass tubes. Ex- 
clusive Rittenhouse 
“Sealed Timer.’’ Moder- 
ately priced at $19.95. 3- 
tube 3-note model $14.95. 


par” Write for new catalog describing com- 
plete line priced from $1.00 to $50.00 


THE A. E. RITTENHOUSE CO., INC. 


Dept. 617, HONEOYE FALLS, N. Y. 


SSRITTENHOUSE 


S — stecreic @eeee cuimts — 


WINDSOR—2 notes front— 
| note rear. Brushed brass 
resonator tubes with ivory 
plastic housing. A fast 
seller at $3.95. 









eon Exact DIMENSIONS 








increase porcelain 


sales with 
ad 50) OL OL Om B 


@ In addition to their exceptional 





value in farm and residential wiring, 
Contractors and Architects use Illinois 
Porcelain extensively for Industrial in- 
stallations such as warehouses, cold 
storage and packing plants, dairies, 
chemical works, ice plants, breweries, 
and other places where 
dampness and fire haz- 


sug> ards are prevalent. 


0 } 
[ouIcK 





CLEATS 


Standard one, two, 
ind three wire types 





STANDARD TUBES 


In sizes ¥2 to 48 in- 
ches long, 5/16 to 3 





inch diameter in fol- KNOBS 

lowing types: un- ‘ ‘ 

ghened, glazed, split, Cement coated—nail 
floor, split floor, head- —genuine leather 
less, curved end, washer—code __ stand- 
crossover split, and ard. They don’t chip 
crossover. Diameters when driven in and 


all uniform both in- 


they do stay in place 
side and outside. 


and have a firm grip. 


ILLINOIS 
ELECTRIC PORCELAIN CO. 
Macomb Iinois 


ILLINOTS 


. . « FOR TOP QUALITY 


SJ 
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BROILER 





"Perfect" electric table broiler is made 


in two pieces—a platter with a well and 
tree design and an oval shaped cover 
containing a heating element, permits 
broiling of meat, fish, fowl, etc. on the 
table. Two models—the “Junior and 
the "Senior. Operates on a.c. or d.c. 
60 cycle, 115 v. current. H. D. Electric 
Co., 100 W. Monroe St., Chicago, Ill. 
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58 in. FLUORESCENT 





r fell | 

An 85-watt, 58-in. type RF fluorescent 
lamp producing white light and de- 
signed especially for industrial service 
may be operated on either 105-125 volt 
or 210-225 volt, 60 cycle a.c. circuits; in 
special equipment which provides d.c. 
through the use of a rectifying device. 
Westinghouse Lamp Division, Bloomfield, 
N. J. 


Wiwcction * WHOLESALER’S SALESMAN 


CHRISTMAS LIGHTS 









ahh AUABLA CONETALEI ON 
| worn’ 19 a 


MOLOED ON SOAETS 6 OSS 
ASG: STERY HATERTO 


Sockets, wire and connectors of this 
outdoor Christmas light set are a single 
molded unit of weatherproof, sun-resist- 
ant rubber compound. Base of socket 





provided with snap-on device for easy 
fastening to tree. Set is available with 
seven or fifteen lights. Noma Elec. 


Corp., 55 W. 13th St., New York, N. Y. 
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ETCHER 


- 





i ] 


No. 13 portable ‘Universal’ electric 
etcher comes complete in one case— 
etcher tool and cords, switch, trans- 
former and indicator lamp. Heats avail- 
able are 120, 240, 420 and 700 watts. 
Standard unit is for 110 volt, 60 cycle 
a.c. current. Ideal Commutator Dresser 
Co., Sycamore, Ill. 
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INFRA-RED REFLECTORS 





Model P-7-IR is equipped with gold 
plated para-sphere reflectors completely 
wired. Bank of reflectors will handle 
areas up to approximately 30 ft. in di- 
ameter. Horizontal or perpendicular 
adjustment instantly obtainable at height 
range of from 18 ft. to 6 ft. Unit espe- 
cially designed for use on paint and 
enamel repair jobs, car fenders and 
bodies, etc. Mounted on rollers. Fos 
toria Pressed Steel Corp., Fostoria, Ohio 
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FLUORESCENT FIXTURE 


ao ae OF-3, ee ae 1-7-8 oe 
Sie tAL DRILL VALUES! 


OB-8 14” light 
duty—$19.50 list 





The Fluralamp Adaptor is self-contained, 
completely wired, finished in steel grey 
on outside and white enamel inside. 
Operates on both ac and dec current. 
Swivel plug permits full adjustment on 
horizontal plane. Made in two sizes— 
18 in. and 24 in. Eagle Electric Mfg. Co., 
Brooklyn, N. Y. 
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FLASHLIGHT BULB EXTENSION 





OB-5 14” Standard duty— 
OB-4 14” Standard Ball Bearing—$47.50 list 
duty—$24.50 list 


If you don’t know your discount write today. 





SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 
Offices in all principal cities 














Flashlight bulb extension is made in 


engths from 6 in. to 36 in., has a plug - ——————————_——_ — 


EL SCO 


SOLDERLESS CONNECTORS 





which will screw inio any flashlight with 





the bulb in the opposite socket. Bend- 
able, so can go into intricate mechan- 
isms. Sierra Aircraft Co., Sierra Madre, 
Calif. 
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. . . ARE APPROVED BY 
UNDERWRITERS’ LABORATORIES 











ROASTER 








under new May 1, 1940, 

















BECAUSE: Standard for Pressure 
@ It's the most profitable fuse to sell Wire Connectors. 
old @ It's a fuse without om a 
| . . . @ It's not interchangeable with ordinary 
| t -a- 6 - 
oT retin of Tetvanet Bah cookin ec iecs | Connect “FOR KEEPS 
e t th t business . . 
di- the CI7 automatic roaster has been 7 on me ccotentes antici with ILSCO connectors. 
ilar accompanied by other improvements. The @ It's sold under a strict “ THRU THE They're better than ever 
ght ange of cooking temperatures is con- WHOLESALER ” policy. 
pe- trolled by an automatic thermostat. Ca- @ It's nationally advertised. : 
; Write today for samples. 
and pacity 18.2 quarts; packed with blanket Get complete details hom your 
and type glass wool insulation; 1320 watt TRICO Reteneaatiiiion or wills 
=Os heating element. General Electric Co. “- 
m . , TRICO FUSE MFG. CO. Milwaukee, Wis. 
ro Bridgeport, Conn ILSCO COPPER TUBE 
When writin 7 icQ c AND PRODUCTS INC. 
N | ven viioa WHOLESALER’S SALESMAN rR USES 5629 MADISON ROAD —-- CIN.,0. 


STOP WASTED KILOWATTS AND WASTEFUL SHUTOOWNS 


‘eptember 1940 — WHOLESALER’S SALESMAN 


The MOST COMPLETE 


LINE OF 






Parallel and 90° taps—and com- 
binations—for the widest variety of 
applications. For conductor sizes up 
to 1,000,000 CM. 

Now you can select from a really 
complete line of standard and 
special taps. Carefully designed— 
made right—and giving excellent 
service to all classes of users. 






(rutter 
fapu ith 
Bakelite 
Core Insulating covers can be fur- 
‘ished for all types of Penn-Union 
Cable Taps 


tau Gutter 
Tap main 
ind branch 
es S to 


1 cncneh anon 








Two Separate Parallel Taps to a con- 
tinuous main conductor. 






one at 90°, 


Catalog. 


The Most 
Complete line of Service Connectors 
Terminals—and thousands of other 
fittings, for all requirements. 
Penn-Union is the choice of lead- 
ing utilities, “industrials,” and man- 
ufacturers of electrical equipment. 
Sold by Leading Jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


UNION 


Conductor Fittings 
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(om bination 
Cable Tap; 
one branch 
tap parallel 
to main, and 


And many more 
—write for the 
PENN - UNION 





FAMILIAR FACE to_ wholesalers 
and dealers in the Rocky Mountain 
region is that of A. B. Carlon. For 
the past six or seven months he 
has worked out of Salt Lake City for 
G.E. Hotpoint. Previously he traveled 
from Portland, Ore. 





R. E. A. ALLOTMENTS 
APPROVED 


(July 26 to August 26) 


Mem- 
Town Miles bers Amount 
ALABAMA 
Athens 100 A400. . $100,000 
Jackson 129 292 94,000 
Prattville 320 746 225,000 
ARKANSAS 
Blytheville 105 429 97,000 
COLORADO 
Bailey 227 585 221,000 
Eagle 115 310 119,009 
Grand Junction 92 312 115,000 
Holyoke 203 490 155,000 
FLORIDA 
Bushnel! 92 26! 112,000 
Fort Myers 76 379 101,00) 
Graceville 79 277 75,000 
Keystone Heights 2 108 25,000 
Madison 20) 593 152,000 
GEORGIA 
Americus 84 281 72 000 
Covington 5 | 213 50,000 
Jasper 311 1,778 332,009 
Ocilla 180 602 154,090 
Sandersville 131 507 118,009 
Washington 417. ...1,523 375,00) 
IDAHO 
Lewiston 135 248 192,000 
ILLINOIS 
Carlinville 116 270 94,000 
Macomb 226 597 194,009 
Mt. Vernon 218 805 263,000 
Shelbyville 253 799 189,000 
Winchester 66 208 56,009 
INDIANA 
Bloomfield 165 820 166,000 
Brownstown 74 418 75,009 
Columbus 36 116 31,000 
Jasper 351. ...1,219 322,000 
Liberty 108 354 92,000 
Martinsville 370. ...1,512 375,009 
Osgood 376 1,166 285,009 
Portland 89 322 74,000 
Rochester 165 506 136,009 
Toll City 385. ...1,379 355,000 
IOWA 
Allison 136 315 110,000 
Brooklyn 180 396 160,009 
Cherokee 73 155 59 000 
Davenport 176 402 145,000 
Denison 9 237 70,009 
Grundy Center 140 288 120,090 
Independence 128 316 120,090 
Marshalltown 215 525 193,009 
Orange City 109 260 83,009 
Sac City 105 240 65,000 
KANSAS 
Burlington 140 372 124,000 
Eldorado 310 597 254,000 
Pottawatomie 160 432 148,000 





Mem- 
Town Miles bers Amount 
KENTUCKY 
Elkton 73 228 81,000 
McKee 108 463 117,000 
LOUISIANA 
Franklin 32 115 26,000 
Homer 168 502 134,000 
MAINE 
New Sharon 150 375 145,000 
MICHIGAN 
Boyne City 302 905 266,000 
Newaygo 179 530 250,000 
MINNESOTA 
Alexandria 420. ..1,318 391,000 
Anoka 210 679 207 009 
Benson 219 465 169,000 
Braham 130 390 127,000 
Granite Falls 44| 912 341,000 
Jackson 107 285 84 090 
Kettle River 146 407 122,000 
Owatonna 154 356 167,000 
Pelican Rapids 177 439 137,000 
Rochester 241 548 201,000 
Willow River 180 473 162,000 
MISSISSIPPI 
Clarksdale 140 511 100,000 
Clinton 275 692 210,000 
Columbia 208 555 139,000 
Greenwood 179 819 140,000 
Lucedale 135 519 118,000 
Taylorsville 527. ...2,150 437,000 
MISSOURI 
Chillicothe 202 453 65,000 
Sikeston 261. ..1,018 270,009 
MONTANA 
Hardin 157 492 188,000 
NEW JERSEY 
Freehold 16 63 40,000 
NEW MEXICO 
Clovis 60 156 48,000 
NORTH CAROLINA 
Dabson 229 994 250 000 
Goldsboro 297. ...1,261 306,000 
Halifax 382. ...1,410 313,000 
Mocksville 105 401 101,000 
Raeford 450. ...1,738 428,000 
Stedman 283. ...1, 141 270,000 
Wadesboro 285 707 210,000 
Wake Forest 382....1,154 325,000 
OHIO 
Carrollton 279 932 261,000 
Hillsboro 148 542 146,000 
Marion 42 126 37,000 
North Fairfield 83 516 140,000 
OKLAHOMA 
Cherokee iS! 297 107,000 
Cleveland 178 49 | 140,000 
Cordell 460 983 323,000 
Marietta 141 340 94,000 
Vinita 38 121 29,000 
OREGON 
Dalles 244 432 240,000 
Roseburg 172 375 177,000 
Sandy 60 174 66,000 
PENNSYLVANIA 
Bedford 90 299 118,000 
Indiana 167 365 150,000 
Meadville 192 749 200 000 
Parkers Landing 308 884 233,000 
SOUTH CAROLINA 
Greenwood 106 424 126,000 
Kingstree 365 1,530 340,000 
TENNESSEE 
Decatur 175 960 182,000 
Huntington 55 —— 50,000 
Jefferson City 320. ...2,507 519,000 
Loudon 226 1,301 225,000 
TEXAS 
Bandera City 109 214 75,000 
Bartlett 76 193 56 000 
Bluegrove 174 357 110,000 
Cost 275 444 190.000 
Gilmer 212 1,045 190,000 
Robstown 226 494 134,000 
Rusk 84 333 78,000 
Victoria 141 268 107,000 
VIRGINIA 
Jonesville 194 902 215,000 
Leesburg 107 308 105,000 
Lovingston 60 215 64,000 
Manassas 103 370 95,000 
Warsaw 60 219 66,000 
WASHINGTON 
Nespelem 49 625 106,000 
WISCONSIN 
Barron 88 306 84,000 
Centuria 200 559 146,000 
Cornell 126 381 103,000 
WYOMING 
Basin 132 294 112,000 
Total 22,615 73,152$20,298,000 


WHOLESALER’S SALESMAN — September 1940 











RUBBER COVERED POWER CABLES e BUILDING WIRE 


REASONS WHY 
YOU SHOULD BUY 


CRESCENT 


GENUINE 
11 THE ENTRANCE stands Al 


Toepel, floor salesman and manage) 

of the Home Bureau Department at the 

General Electric Supply's Minneapolis \ 

house. “Our motto,” says Al, “Is a ' 

complete G. E. kitchen in every home 

and six chickens in every pot. ‘ e Ps e 


Armored 

e Bushed 
CONDUCT. ‘ 

vary Saniiotaie ant | Cable 


flame retarding % 


covering, printed as \ 
shown. \, 


BARE WIRE 





SINGEANVS GAHSINUVA 


e MAGNET WIRE e 
SaUuOD ATSIXATA 


ieee cece to in- SS 

sert as paper unwraps 

from under both ends of \ 

armor to make room for the ‘“S * 


bushing. : yy 
N - 


LION CUB and our correspondent, 
Walter Holmes, get together for a bit 
of roughing. Since then (not many 3. 

TEEL ARMOR — low resist- 
ance, electro-galvanized for maxi- 
mum uniformity and longest life. 


weeks ago) the young feller began 
taking this sort of play seriously 
too seriously to suit Walter’s health, 
so they parted company when it could 
still be done with dignity. 


« 
X 
Bresrep — thccouchiy tested at 
several points during manufacture and 


receiving a final test of 2000 volts be- y ‘A 
tween conductors and armor. y 


. 


— — has unexcelled facilities for 

the complete manufacture of Armored Bushed 
Cable in all its steps. When you buy CRESCENT 
A.B.C. ARMORED BUSHED CABLE you buy the 
best. Do not be satisfied with any substitute. 


CRESCE 


SAIGVS AVMANHVd GNY GASVYONGA GVA 


TRENTON, \ Z NEW JERSEY 
Jobber Co-Operation—A Permanent Policy 


Atlanta Baltimore Boston Buffalo Chicago Cincinnati Cleveland 
Detroit Indianapolis Kansas City Los Angeles Minneapolis 
New Orleans New York Philadelphia Pittsburgh St. Louis San Francisco 


FROM FRISCO comes this shot 
1f Leonard Thomas, salesman for 
Thomas & Betts; Bill Wehe and Art 
Veview, service correspondents and 


Pete Peterson, city salesman, Gray- CRESCENT ENDURITE SUPER - AGING INSULATION 


var, San Francisco. 
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BIG BORE RESULTY 
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Yor YOUR ADVERTISING 
AT SMALL BORE COST 





The October Convention issue of 


WHOLESALERS SALESMAN 


Will dramatize in word and picture 
the Electrical Wholesaler’s place in 


NATIONAL DEFENSE 


It will be crammed full of facts 
and data of immense importance 
to manufacturers and wholesalers 


Subjects covered will include: 

Wholesaling, The 1917-18 and 1940-41-42 Essential Industry 
Priorities—In 1917-18 and Now—Government Defense Buying 

What About Government Regulations—Wholesalers' Defense Service 
Wartime Facts For Peacetime Defense—1917-18 versus 1940 


That October National Defense Num- 
ber will become the Defense Refer- 
ence Book of the whole industrvy. 


“CONVENTION” Advertising Rates will apply to this issue 


Write or wire your space reservation NOW to 
WHOLESALERS SALESMAN 


330 W. 42nd St.. New York, N. Y. 
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HOUSE WARMERS. When Graybar 
opened its new building at Miami, it 
occasioned a house-warming, of course. 
Among the Graybar folks welcoming 
the visiting customers and suppliers 
were L. G. Fields, Miami branch 
manager; Douglas Wallace, district 
manager; C., 1. Harris, district 
merchandise manager 





LIGHT SPECIALIST for Westing- 
house Electric Supply Co., Seattle, 
Wash. Elmer Smith, a newcomer to 
Wesco, spent ten years with Utah 
Power & Light Co. Like most other 
lighting men he believes fluorescents 
offer great opportunities, hopes that 
progress won't be hampered by “Tin 
Smith Fixtures.” 





ELBOW RESTING by W. T. Rudd 
and Hattie Cook of Graybar’s New 
Orleans house. During his spare 
hours, Rudd gets out to the Municipal 
Airport as he’s a flying enthusiast. 


2 





Arthur L. Brown was recently pro- 
moted to assistant general sales man 
ager of Northern Electric Co., Ltd., 
Montreal, Canada. Mr. Brown will 
continue to control the merchandising 
and advertising departments in his 
former capacity 


Formerly sales manager of the Gen 
eral Electric plastics department at 
Pittsfield, Mass., W. H. Milton, Jr., 
has been appointed assistant manager 
for all phases of the department’s 
activities. 


Schweitzer & Conrad, Inc., has ap 
pointed Albert S. Gould as its sales 
representative for the state of Arizona, 
with headquarters in Phoenix. Mr 
Gould also handles Joslyn line hard 
ware and Moloney transformers. 


Formerly with U. S. Electric Mfg 
Co., S. J. Atkin is now Sales Promotion 
Manager of the Gem Eiectric Mfg. Co., 
Inc.., New York City. 


New manager of the Engineering 
Products Division of RCA Manu 
facturing Co. is Meade Brunet, who 
also retains his position as manager 
of the Washington office. Mr. Brunet 
succeeds James L. Schwank, who has 
been transferred to the office of vice 
president F. R. Deakins. 


On August 3, Robert L. McCalley 
of The Monumental Electrical Supply 
Co., Baltimore, moved from the status 
of a bachelor when he and Virginia 
Louise Haggerty were married. Robert 
McCalley is the second McCalley in 
the Monumental organization. Laur- 
ence E., his father, is general manager 
of the wholesale house. 


MORE FACTS 


ON PRODUCTS 





Circuit Breakers—‘Re-Cirk-It” mag- 
netic circuit breakers, time delay and 
instantaneous types, are presented in 
full detail and illustration in Catalog 
No. 40 by Heinemann Circuit Breaker 
Co., Trenton, N. J. 


Circuit Breaker—Detailed information 
on low voltage metal-enclosed air cir- 





cuit breaker switch-gear is contained in 
Catalog 1230 by Roller-Smith Co., 
Bethlehem, Pa. 


Condensing Units—New 56-page book 
let ““Low Cost, Dependable Condensing 
Units” has just been released by air 
conditioning and commercial refrigera 
tion department of General Electric 
Co., Bloomfield, N. J 


Connectors—Burndy Engineering Co 
Inc., 459 E. 133rd St., New York City 
announces the second edition of Cata 
log No. 41 with complete engineering 
data and illustrations, section index o1 
the cover, and prices, weights, dimen 


sions, etc 


Fluorescent Equipment—Edwin | 
Guth Co., 2615 Washington Blvd., St 
Louis, Mo., has released folders 681 
682, and 683 which illustrate, list, and 
price fluorescent equipment for indus 
trial, store, and office lighting respec 
tively. Curves showing light distribu 
tion and explanation of lighting layout 
are included 


Fluorescents—Daybrite Lighting, In 

St. Louis, announces Catalog No. 112 
on their complete line of fluorescent 
lighting fixtures. Contains descriptions 
specifications, light charts, and illustra 
tions not only of the fixtures but als 

of practical applications. 


Fuse Display—Catalog sheet issued b 
Gem Electric Mfg. Co., 453 Broome St., 
New York City, offers free fuse displa 
with No. 400 Deal; also included art 
features of “Glass-Vue” Shockproot 
plug fuses with “magnifying lens.” 


Portable Saws—Profuse illustrations 
demonstrate applications for portabl 
electric saws; reading matter includes 
history of the saw, design factors, cut 
away views, power vs. hand, operating 
data, models, accessories, and services 
offered by The Black & Decker Mig 
Co., Towson, Md. 


Range Heating Unit—Visualizer issu 
by Edison General Electric Appliance: 
Co., Inc., 5600 Taylor St., Chicag 
describes construction features of Hot 
point Hi-Speed Calrod units for ranges 
laboratory tests and the results are 
also depicted. 


Storage Equipment—‘“One Stop Ser\ 
ice” illustrates and describes filing 
equipment, storage and wardrobe cab 
nets, lockers and shop boxes co! 
structed by All-Steel-Equip Co., In 
Aurora, Ill. 


Wiring—“The Poor Wife’s Reveng: 
is a humorous booklet which forceful! 
illustrates the need of adequate wiring 
in all homes. This picture book for 
grown-ups (51-4012) is published | 
General Electric Co., Bridgeport, Con 
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Kitchen Sanitation Equipment — A 
visualizer to dramatize Hotpoint elec- 
tric kitchen sanitation equipment 


leaves no doubt as to the superiority 
of up-to-date kitchen sanitation facili- 


ties. Issued by Edison General Elec- 
tric Co., Chicago. 
Lamps—A new catalog shows the line 


of Pin-It-Up lamps made by the Rail- 
ley Corp., Cleveland, Ohio. A _ line 
which features on many numbers the 
Hang-Tru Bar, a device to keep the 
lamps in a vertical position 


Lighting—Newly revised 
with commercial fixture con 
tains descriptive material, illustrations, 


catalog “L” 


section 


specification charts, list prices, and 
index of fluorescent and commercial 
line manufactured by Efcolite Corp., 


rrenton, N. J. 


Lighting - Fostoria Pressed Steel ( 0.. 


Fostoria, Ohio, just published Catalog 


No. 26 complete with descriptive and 
illustrative material on machine, bench 
and table models of Localites, as well 
as fluorescent and silver bow! canopy 
model Localites. 

Lighting and Wiring—Catalog and 
Wiring Guide No. 15 by The Wire 
mold Co., Hartford Conn., gives 
description, installation instructions, 
illustrations and listings of wiring de 
vices and the application of these sys 
tems to modern lighting installations. 
Price she et No. 30 gives data n light 


ing and wiring systems 


Lighting & Wiring booklet 


Four-page 


(WI-3470) by The Wiremold Co 
Hartford, Conn., outlines applications 
f fluorescent lighting, miulti-outlet 
assemblies for industrial use, overfloor 
raceway wiring systems, surface metal 
raceway wiring systems, and. signal 
wiring 
Motor Lights & Accessories—Catalog 
ssued by R. E. Dietz Co., New York 
City, contains full information on head 
ghts, searchlights and floodlights, fog 
lights, direction signals, tail and stop 
lights, marker lights, flares and flar« 
kits for trucks. 
Motor Starters Colt Patent Fire 
irms Mfg. Co., Hartford, Conn. has 
ssued Bulletin 404 giving prices and 
pecifications of its new line of “auto- 
atic relatching” manually operated 
1otor starters, another, No. 504, on 


lagnetic motor starters, across the line 
ype with ball bearing suspended 
lagnet. 


Multi-breaker Load and Service Cent- 

ers—Circular No. 323 describes the 
ntire line of Multi-Breaker Load and 
ervice Centers made by Trumbull 
lectric Manufacturing Co., Plainville, 
onn. 
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« @ Save 25% on materials. 
" @ Save 25% to 50% on time. 
@ No fussing with nuts to tighten. 


Speed and Accuracy for More Profit! 


CONNECTIONS! 


Nothing clumsy about the way B-M connectors and couplings do the 
job . . . no chance for sags or slips. 
Indenter twice and you're SURE it’s done RIGHT. 


Squeeze the patented B-M 


@ Eliminate complications. 
@ Quick, easy installations. 
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80% 
times over on the very first job. 


of all installations. 





| 
This one patented tool ('2” 





THE M. B. AUSTIN CO. 
Chicago, III. 


CLIFTON CONDUIT CO 
Jersey City, N. J 


$1 25 Buys the One Tool Needed 


Indenter) handles 
Pays for itself many 












Distributed By: peeve 


Underu trr’s Laboratories 
THE STEELDUCT CO 


TRIANGLE CONDUIT & 
Ohio CABLE CO 


Youngstown, , 
Elmhurst 


New York City 


CLAYTON MARK & CO. GENERAL ELECTRIC CO. ENAMELED METALS CO BAVIONAL TMARELING & 
3 


Evanston, Ill. Bridgeport, Conn. 


Pittsburgh, Pa Pittsburgh, Pa. 


BRIEGEL METHOD TOOL CO., Galva, Illinois 








A New Phone 





Available in 8, 4, 1 and 0 button 
sizes. Quality that speaks for itself 


S. H. COUCH COMPANY, INC. 
NORTH QUINCY, MASS. 
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FUSES 


THE COLOR TELLS THE SIZE 


SELL 5 TO 1 


COLORTOPS are the standard of com- 
parison for QUALITY — UTILITY — 
and SALES GETTING features. 


Big repeats — profitable — 

They're nationally advertised 

in leading dealer magazines. 
“Always thru 


the WHOLESALER” 


MILWAUKEE WISCONSIN 
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A Combination that’s 


HARD to BEAT 


For service entrance work that calls for min- 
imum maintenance and maximum economy, 
backed by 


Porcelain 


plus durability good design, 


you can’t beat Products’ line of 
quality Service Knobs and House Brackets. 
Large well rounded wireways, generous 
thicknesses of porcelain where it is needed 
most, great strength, and smooth heavy gal- 
vanizing on all exposed metal are features 
of all Knobs 
made by Stock 
the complete line of these extra durable 


Service Knobs and House Brackets so that 


House Brackets and Service 


Porcelain Products, Inc. 


your contractor customers will al- 
ways find them available. Our 
latest sales aid on these items, a 


new folder describing the com- 





plete line, is ready for your use. 


PORCELAIN PRODUCTS, INC. 


Findlay, Ohio 
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